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Rough Proofs 


New Yorkers really prefer to 
sit at home curled up with a good 
book, if you can believe those fig- 
ures on publishers’ sales compiled 
by the H. W. Wilson Co. 


= 2. 


A publisher looking for an ad- 
vertising representative states 
positively, “Positively must devote 
entire time to this job.” 

Even when they are televising 
the ball game in the corner thirst 
emporium? 

7? ¢ 


“Naturally,” says Safeway, ex- 
plaining its new policy, “any re- 
striction of brands steps on some- 
body’s toes.” 

Don’t you mean corns? 


i am | 


AA reports there are now 296) 
comics books on the newsstands, a | 
very conservative estimate if you | 
can believe Pop’s tabulation of the | 
number of times a month he hears 
Junior’s request for a dime. 


7 Fv 


“Variety stores consider selling 
groceries at cost,” reports the 
world’s greatest advertising jour-| 
nal. 

If they do, you'll know they’ve | 
permanently dropped the 5-and-10 | 
tag. 

a on 


Gladys the beautiful receptionist 
says she sees Cape Cod ‘wants to 
add two months to the vacation 
season, and she thinks they’re 
awfully nice to want people to 
have so much more fun. 


= oO 


The ITU won a great. moral 
victory over the hated Vari-Type | 
in its negotiations with the New| 
York newspaper publishers, who} 
won’t use it unless the typos go 
on strike. 


~~ 2.3 


Six years after the FTC told the 
United States Shoe Co. not to use 
its “Red Cross” brand any more, | 
it has agreed to permit its re- 
sumption, nudged just a little by} 
the U. S. Supreme Court. 


| 


Fe | 


The W-T ad columnist says, | 
“Brand names must look for their | 
success in ad media that reaches 
the shopper.” 

How do you know they does? 


. =. © 


A “top rated show” is available, 
the ad says, “at a price—no infla- 
tion.”’ 

Don’t worry about that—every- 


of the institute is brewers, for a 


|ahead_ until 


‘of the buying, 


Glass Container 
Drive Keys Wide 
Marketing Plan 


22 Markets Get First 
Consumer Copy; Beer 
ls First Target 


New York—The campaign of | 
the Glass Container Manufactur-| 
ers’ Institute, which gets water 
way Aug. 22 in The American 
Weekly and newspaper magazine | 
sections in 22 cities is only ss 
consumer portion of a three-year 
assault on retailers and manu- 
facturers. 

Right now the primary target 


number of reasons. One is the 
preponderance of packaged beer | 
against draft beer—since 1939, | 
when draft and packaged al 
split total sales fairly evenly, | 
packaged beer sales have moved | 
they account for | 
66 2/3% of all beer sales. Second | 
is the sales pattern of beer, which | 
is moving increasingly to food. 
stores, where cost-conscious mer- 
chants are quick to sense the profit | 


| possibility in the one-way bottle, | 


which rules out deposits, returns | 
and attendant headaches. Third is 
the fact that so far carbonated 
beverages cannot be bottled in the | 
light, one-way bottle. 

In support of its claims for the 
one-way bottle, the institute has 
lined up a series of meetings in) 
18 cities, with the first held last 
week in New York. Brewers, dis- | 
tributors and retail operators at- 
tend the meetings, and will be ex- 
posed to a presentation which 


| makes these points: 


Stresses Profit Advantage 


1. Selective selling, the trend 
in the food business, lays stress on 


| reaching the most productive cus- 


tomers. One-third of any given 
business’ customers do two-thirds 
Benjamin Wood, 
director of marketing for the in- 
stitute, says. 

2. Beverages are at the top of 
the individual operator’s profit | 
structure. They offer him a 25-| 
35% markup, the most profitable | 
item in his store in years—‘since 
the introduction of baby food and | 
pet foods,” Mr. Wood says. Where 
beer is sold freely, without stric-| 
ture of state distribution laws, it| 
often accounts for as much as) 
2.5% of a store’s dollar volume. 

The institute also reveals some | 


(Continued on Page 22) 


body is inflated a little bit these 
cays. 
, 2 ¥ 


Magazine men who aspire to 
succeed Fred Stone as an ABC di-| 
rector next October will not be| 
equired to agree to duplicate his | 
‘tenure of 34 years. 


> - F 


| 


A young space salesman says he | 
eeds “a larger opportunity to| 
‘ake care of my increasing fam-| 
ily.”? | 

Have you contacted Parents’? | 

Copy Cus. | 


Creative Man | 


gets taken apart— 
but good. See ‘Voice’ 
Page 32. Other features: 


Ad-libbing 12 | 
Advertising in the Test Stage 
Advertising Market Place 
Creative Man's Corner 


Department Store Sales 34 | 
Editorials 
Getting Personal 38 


Information for Advertisers 
In Washington 

Obituaries 

Photographic Review 43, 


NEW SPRAY DEODORANT—Dew Cos- 
metics, Inc., New York, a division of 
the Pearson Pharmacal Co., is introduc- 
ing Dew spray deodorant this month 
in Good Housekeeping and in a list of 


13 national magazines beginning in 
October. The agency is the Harry 8. 
Cohen Advertising Co., New York. 


Independents Fear 
Growth of ARF as 
‘Research Trust’ 


But Foundation Cites 
Need for Standards 
and Reduced Waste 


New YorK—With the scope and 
objectives of the Advertising Re- 
search Foundation’s proposed con- 


tinuing study of magazines prob-| 


ably to be determined at meetings 
during the next month, some re- 
searchers—especially those doing 
work for magazines—are viewing 
with increased alarm what they 


(Continued on Page 58) 


Serious Fight to 
Stave Off Ad Ban 
Expected in Senate 


WASHINGTON — The Bureau of 
|Internal Revenue has taken the 
| initiative toward mobilizing the 
| wine, beer and distilled spirits in- 
|dustries in a clean-up of copy 
| themes and practices which have 
| drawn sharp criticism in congres- 
| sional circles. 

| Fearful of punitive legislation 
/unless the industries clean house, 
Alcohol Tax Unit is urging each 
of the three major industry seg- 
ments to agree on voluntary label- 
ing and advertising codes elimi- 


| nating the practices most heavily | 


criticized before the Senate in- 
| terstate commerce committee last 
| spring. 

| One code already worked out 
_for the wine industry has been 
|circulated by Deputy Internal 
| Revenue Commissioner Carroll E. 
Mealey as an example for imi- 
‘tation by the beer and distilled 
| spirits industries. 


Has Specific Provisions 


This code would keep wine ads 
'out of those portions of news- 


papers, magazines or other pub-| 
| lications designed primarily for | 


' children, and off radio and tele- 
vision (except for institutional or 
home economics mention), before 
8 p.m. 

It also deals with other com- 
plaints aired before the Senate 
committee: outlawing association 
with revered persons of public 
| prominence, prominent athletes, 
days of deep national significance, 
or contemporary religion. 


wrote the beer and distilled spirits 


industries, “that the alcoholic bev- | 
erage industry as a whole, through | 


its various trade organizations, 
has at this time a splendid oppor- 


(Continued on Page 47) 


Last Minute News Flashes 


Railroad Association Plans Network Show 


New YorkK—Association of American Railroads, Washington, plans 
definitely to double its present $1,000,000 budget for 1949 with the 


year series in magazines and farm 


|addition this fall of a network radio program to supplement its 12- | 


papers. Although the show would 


start about Oct. 1, neither the program nor the network has yet been 


set. 


A tentative option on Dick Haymes, singer, has expired. Benton 


& Bowles, New York, is the agency, with John C. Cobbs Jr. account 


executive. 


Colgate Studies Major Shifts in Air Shows 


Jersey Ciry—Colgate-Palmolive-Peet Co. reportedly will sponsor 
“Our Miss Brooks,” starring Eve Arden, over CBS starting in October. 
The advertiser’s fall plans were not complete at press time, but “Can 
| You Top This” (NBC) is likely to be dropped from the schedule along 
with Kay Kyser, and “Blondie’’ may move from CBS to NBC. Judy 


Canova, Dennis Day and Bill Stern (NBC) and “Mr. and Mrs. North” 


(CBS) will be in the regular lineup again. 


Philip Morris Dickers for Kate Smith 


New YorK—Philip Morris & Co., through Cecil & Presbrey, is ne- 


the fall. 


44| gotiating for “Kate Smith Sings” as a replacement for “Heart’s De- 
50/ sire’ on Mutual starting in mid-September. 
ig| user of television announcements, may schedule a video program for 


The company, a heavy 


2! Florence Stove to Promote Broilercue in Magazines 


GARDNER, Mass.—Florence Stove Co. will launch a campaign this 


12| fall for the Broilercue in Better Homes & Gardens, Country Gentle- 
20| man, Good Housekeeping, Household, Progressive Farmer and The 
46| Saturday Evening Post. The agency is Ruthrauff & Ryan, New York. 


(Additional News Flashes on Page 59) 


“It is my feeling,” Mr. Mealey | 


Tax Unit Takes Lead in 
Proposing Wine Ad Code 


Ad Blast Set for 
Number Change on 
1,500,000 Phones 


All Media Carry 
Details of Change 
in Phone Numbers 


CuicaGo—Only a hermit will be 
| immune from the effects of Illinois 
Bell Telephone Company’s adver- 
| tising campaign announcing the 
|change-over in telephone num- 
_bers here on Sept. 18. 
In addition to countless news- 
| paper ads, radio spot announce- 
|/ments, envelope stuffers, phone 
| booth cards, letters, demonstra- 
| tions and the other accoutrements 
|of promotions, the company has 
gone so far as to issue folders 
| with the new numbering system 
| printed in Braille. 
| The basic change in phone num- 
|bers is a shift from the “three- 
four” system to the “two-five” 
| system. CAPital 1234, for ex- 
ample, becomes CApital 7-1234. 
New York, Boston, Philadelphia, 
Milwaukee and San Francisco al- 
ready have adopted the number- 
ing system, and other cities such 
as Washington, Pittsburgh, De- 
troit and Cleveland plan to change 
over within the next few years. 
C-Day, or Change Day, the ac- 
tual date of which is being an- 
nounced today (Aug. 16) for the 
first time, has been a project of 
Illinois Bell for almost two years. 
The problem of changing over 1,- 
500,000 telephone numbers over- 
| night without creating hopeless 
| confusion and log-jams, called for 
| intensive planning for a split-sec- 
ond schedule. 


Six Months of Planning 


And the problem of getting the 
|information to almost 4,000,000 
people in the Cook County area 
involved almost six months of 
finding themes, and planning, pro- 
ducing and scheduling the drive. 

Advertising started six weeks in 
advance of C-Day. Daily teaser 
ads of 100 lines last week told 
readers of the Chicago Herald- 
American, Journal of Commerce, 
News, Sun-Times and Tribune: 
“You'll get a new figure on C- 
Day.” Later copy read: “You’ll 
get two letters on C-Day,” and, 
toward the end of the week, the 
two slogans were combined. 

The first 100-line ads ran on 
four pages of each issue of the 
metropolitan papers and tapered 
off toward the end of the first 
| week, as the 50 neighborhood 
papers and 14 foreign language 
papers carried on the activity with 
similar teasers. 

Today, and for the remainder of 
this week, ads up to 1,000 lines in 
the metropolitan, neighborhood 
and foreign press carry announce- 
ment copy headed: “You'll get 
two letters and a new figure in 


(Continued on Page 40) 
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is the first to make raised dough-| DyyMont Doubles 


nuts economically. The machine, | Wotwork Schedule 


he said, will be in mass produc- Dy 
| tion in several weeks. The DuMont Television Net- 


which grossed | work, New York, now is furnish- 


Starts Franchise 
P | The company, ing four hours of daily 

om programs 

lan for Stores $200,000 in its largest Detroit shop | 5, it, East Coast stations. This 


Detroir—Dunk Donut Corp.,| last year, will lease or sell the) sugmented schedule, which went 
which operates three doughnut| machine to franchised shops, | into effect Aug. 15, is double the 
shops here and others in Cleve-| Which will use the copyrighted number of program hours for- 
land and Omaha, last week an-| mame, “Dunk Donut.” The com-/ merly fed to stations. 
nounced plans to expand its chain| pany will sell the franchise holder| The Local Chevrolet Dealers 
into a national network of fran-| all other equipment and supplies | Association, New York, has been 
chised shops. ‘and will train his employes in signed to sponsor the Yankee 


‘ : : football games over WABD for 
The company says it has de-| doughnut-making operations. The three years. Campbell-Ewald Co. 


veloped a new machine for aio’ plan is to sell 200 franchises in| j, the agency. 
ing raised doughnuts, which will| the next several months. ome witiioeamamiesa 
increase production and lower) Stern and a brother, John, have Fawcett Names Taylor 

operating costs. William J. Stern, | been selling doughnuts since 1932." py ang Taylor, formerly an 
president, said that the machine, | advertising executive for Path- 


to be installed in all franchised Increases Ad Budget ‘finder, has been appointed ad- 


shops, will make 1,200 doughnuts| | american Vendors, ine. Los | Yertising manager of the. comics 


i h ith one rson op- ; tan | 
in an hour, with one pe P-| Angeles, will spend $100,000 in | Greenwich, Nenm. 


erating it, as compared with other | magazines and radio in the year | 
machines that require three per-| beginning Sept. 1. This repre- * 
WHKK Appoints Mamas 
George Mamas, formerly branch 


sons to operate them. |sents a major expansion in ad- 
Mr. Stern said that machines | Vertising for the company, which im 
k i Scie’ douthants have | Manufactures a selective vendor |store advertising manager of M. 
mMexing 8 for bottled soft drinks. Allied Ad- | O’Neil Co., department store, has 
been on the market for several | vertising Agencies, Los Angeles,|been named promotion manager 
years but that the new machine) handles the account. |of Station WHKK, Akron. 


Dunk Donut Corp. 


[KN 


That’s to remind him how 
The Des Moines Sunday Register covers lowa! 


es unde Geren es ee THE DES MOINES 
REGISTER ann [TRIBUNE 


Moines Sunday Register. And in 81 of the 99 
counties, coverage is 50% or more! 


The Des Moines Sunday Register circulates 
500,000 copies—only nine cities have papers 
with a greater circulation. 


And don’t overlook Iowa’s buying power—it’s 
close to five billion dollars a year. The Des Moines 
Sunday Register reaches 70% of all buyers in the 
state...wraps them up in one lush package...and 
delivers them to you for a milline rate of $1.63. 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


Lead in Fawcett 
Bid for ABC Post 


Curtis’ Allen, Time's 
Pratt Also Running; 
Wyman Polls Members 


_ New York—The decision of 
Fred Stone of Parents’ to resign 
/as a director of the Audit Bureau 
|of Circulations because of ill 
|health (AA, Aug. 9) has led to 
'a lively fight for his post by at 
| least one group and to efforts by 
others to keep the choice of the 
ABC’s membership in Chicago 
| Oct. 14-15 on a dignified and par- 
| liamentary plane. 
| Mr. Stone and Phillips Wyman 
of McCall Corporation have been 
| the two magazine directors in the 
_ ABC for many years. 
| When Mr. Stone decided to 
resign Mr. Wyman polled the 235 
magazines in ABC for their sug- 
| gestions as to the man whose 
|mame he would present to the 
entire membership. M:>. Wyman 
told AA that he has heard from 
the bulk of the magazine mem- 
| bers, but he would not reveal his 
| findings. Whatever his recom- 
mendations, 
| could be nominated at the ABC 
| meeting. 
| Candidates for the post are Al- 
lan Adams, circulation manager 
of Fawcett Publications; Benjamin 
| Allen, circulation director of Cur- 
|tis Publishing Company, 
| Francis De Witt Pratt, circulation 


director of Time, Inc. 


The forces for Fawcett’s Mr. 
| Adams already claim to have won 
| pledges from 137 of ABC’s maga- 

zine members. Their leader is 
Allen F. Norman, secretary of 
[a Publications, Inc. 


A Young Man 


| Mr. Norman points out that 
“most of the large multiple pub- 
| lishers have placed themselves in 
|Allan Adams’ camp, because 
through intimate experience with 
|our 23 monthly magazines and 
nine memberships in ABC he is 
so eminently qualified to repre- 
sent that type of publishing ac- 
tivity as a newsstand expert. 
“On the other hand, dozens of 
small individual publishers have 


and | 


Adams Forces Claim’ 


| 


a dark horse still | "™ 


| 


lined up with him because of his | 


‘personal contributions to the in- 
| dustry and his forceful initiative 
| in getting things done.’” Mr. Nor- 
man explained, in this connection, 


that Mr. Adams also directs the | 


| Servicing of more than 750,000 
subscriptions monthly for Fawcett 
magazines. 

In a letter sent on July 26 to 


ABC’s magazine members Mr. 
Norman cited a “feeling among 
many ... members that a younger 


/man, more actively concerned 


| with the many over-all publishing | 


| problems confronting us today— 
/and with the energy and drive to 
| work toward revision of certain 
| outmoded ABC regulations— 
| would make an ideal teammate 
| Phil Wyman’s seasoned ex- 
| as an ABC director.” 


|Others Willing, Not Campaigning 


| He cited Mr. Wyman’s letter of 
| July 23 to members, in which 
Mr. Wyman is reported to have 
/asked the magazine members for 
| their first and second choices. Mr. 
| Wyman would then pick the two 
| or three receiving the most men- 
'tions, on the basis of two points 
for each first mention and one for 
|each second mention. He would 
' then write the members listing the 
_ leaders and ask for proxies for 
their choices. 

Mr. 


Norman referred to the) 
| other candidates as “older repre- | 
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sentatives,” and called Mr. Adams 
36, “the only candidate among 
the younger generation of pub- 
lishing executives.” 

Curtis’ Mr. Allen and Time, 
Inc.’s Mr. Pratt were on vacation. 
An associate of Mr. Allen in 
Philadelphia, however, - empha- 
sized that he has expressed his 
willingness to serve but has con- 
ducted no campaign for that post 
It was emphasized that his ex- 
perience has been largely in the 
subscription end of circulation 
Mr. Allen, 51, has been with Cur- 
tis for more than 25 years. He is 
chairman of the circulation com- 
mittee of the National Association 
of Magazine Publishers. 

Mr. Pratt also is said to be en- 
gaged in no active campaign for 
the ABC post, but to be willing to 
accept if chosen. Graduated from 
Yale in 1925, he is an “oldster”’ 
of 45. 


Resigns as Manager 
of Breneman Show 


John Masterson has resigned as 
manager of the ABC program 
“Breakfast in Hollywood,” but 
will continue in that capacity 
until a replacement is found for 
Garry Moore as emcee, and a new 
manager is selected. Mr. Master- 
son will retain his ownership in- 
terest. 

Mr. Masterson announced his 
reason for relinquishing the post 
as the press of other activities. He 
is head of the radio and television 
of Masterson, Reddy & Nel- 
son, owner of the ABC show 
“Bride and Groom.” He is also 
one of the heads of Video Broad- 
casting Co., recently granted TV 
station KTVU, Portland, Ore., and 
applicant for permits in other 
cities. He also has an interest in 
Tom Breneman’s Magazine and 
the Bride & Groom Magazine, 
which will make its bow in Oc- 
tober. 


ABC Names Gatfiney 


Maurice Gaffney has been ap- 
pointed director of presentations 
for ABC, New York, succeeding 


Ridgway Hughes, who resigned to} 


join Look. Edward Ehrich moves 
up to replace Mr. Gaffney as as- 
sistant director and copy chief of 
the network’s presentations de- 
partment. 


‘Schedules Food Show 


The Minneapolis Retail Grocers 
Association will be the sponsor 
of the Minneapolis National Food 
Show to be held in the Minneapo- 
lis auditorium Sept. 11-19. 


WHY SOME 
ADVERTISING 
FAILS 


2. Too Many Cooks 


Some companies have an un- 
fortunate way of spreading ad- 
vertising responsibility around 
among several people. Each 
cook has a tenacious. attach- 
ment to the products of his 
own brain. Generally, this re- 
sults in improper integration of 
effort and loss of effectiveness. 


A good way to resolve this dif- 
ficulty is to call in the agency 
which has built a reputation 
for thorough, overall planning 
—for coordinating at the pol- 
icy level, all the tools of ad- 


vertising. 

es @#@8 6H’? 0 a-7 
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unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.e ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 
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HOW INSTITUTIONS 
ARE BUILDING 
TO KEEP PACE 

WITH AMERICA... 
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INSTITUTIONS throughout the country are forging ahead with 
plans and action to improve, expand and keep pace with the 
increasing demands of a fast moving America. To quote just 
one institutional executive: "Because of the great need for 
added facilities here . . . | personally am very anxious to per- 
suade officials to consider action in the near future.” 


An architect says: "We are preparing preliminary drawings for 
various County and Community Hospitals and we believe the 
ideas expressed in your booklet would help to dispel some of 
the fear of excessive costs at this time." 


Another institutional executive has stated: "We plan to build 
and to remodel, both." 


Y 


een ap- 
—— INSTITUTIONS Magazine is the spearhead of this forward movement of institutions 
ooael tal everywhere to keep pace with America. Each month INSTITUTIONS Magazine pre- 
h moves} sents, suggests and molds the thinking and stimulates the action of those responsible 
y as as-— for institutional planning and expansion. Some of this is summarized in the booklet 
chief off shown at the right and described below. 
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THIS LEADERSHIP IS IMPORTANT TO YOU AS AN ADVERTISER . . . Assembled 
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|HOW INSTITUTIONS AVOID OLD AGE 
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under the readership of INSTITUTIONS Magazine are the leaders among this nation's 


institutions. They constitute the audience for advertising messages placed in 
INSTITUTIONS Magazine. These leaders look to INSTITUTIONS Magazine for in- 
formation which will assist them to maintain their leadership. They are the leaders 
who are in a position to take advantage of advancements offered them by manu- 
facturers with products for the institutional field. 


THE MARKET for new construction, remodelling, refurnishing, re-equipping and redecorating among institutions 
totals over || billion dollars. This is in addition to amounts regularly expended for food, maintenance and oper- 
INSTITUTIONS Magazine is the only monthly publication and INSTITUTIONS CATALOG 
DIRECTORY is the only annual publication which reach the key buying and specifying factors in mass feeding 
and mass housing. For further information consult your Advertising Agency or write INSTITUTIONS Magazine, 
1801 Prairie Avenue, Chicago 16, Illinois. 


These Are Institutions: 


NG ees * Hotels * Industrial Cafeterias * Office Buildings ! 
| = 
| =s * Restaurants * Schools * Clubs -. 
| * Hospitals * Colleges * Jobbers, Dealers : 
aks = * Railroad Systems * YMCAs, YWCAs * Other Public and ; 
° Central Kitchen 4 2 ‘i - . * 
ne os. Tena Bey * Air Lines * Government Agencies Private Institutions : 
1round eee ss = - ae , 
— & toed SS Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institutions : 
of his = aera <<," which make up the institutional field. é 
his re- = eos 2 Sh oats ; 
ition of rad Fg) a 
reness. a mize or “See 
his dif- =S= eee i WRITE FOR FREE BOOKLET . . . Shown above is booklet, 52 pages in size, crammed full of ideas and now 
cotlan ———— being used by leading institutions throughout the country in this expansion, remodelling and rebuilding 
anning program. Generously included is information on the Institutional Market and how to reach this field . . . 
1e pol- y a reading must for manufacturers with products applicable to the institutional field and for the media 
a files of their advertising agencies. Write for your free copy. 
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TUTIONS CATALOG DIREC- 
TORY have received a first 
eward for Editorial Excellence 
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i) a recent nation-wide com- 
retition. Over 660 entries from 


ne nation's leading business 


18071 PRAIRIE AVENUE 


papers competed for this honor. 
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believe them to be legal.” 

The first specific reaction to the 
commission’s move to curb the 
giveaway boom came from NBC, 
which announced that no new 
prize distribution shows would be 
added to its schedule “until the 


fit,’ Mr. Chandler said. 


’ — |in the newly completed 11-story | . 
It S Official: Mr. Pinkney asserted that many Times-Mirror building at Second | The $64 Question: 
‘L A Ti ‘ of the stories about the forthcom-/| and Spring Sts. ° 
° -41mes to ing newspaper “have ‘revealed’ | ee " 
‘ s ’ details of format and content upon | : W | FCC Sf th 
La unch M lrror which we ourselves have not yet | Two Name Neil Agency | | op e 
8 | 


| 3 ers: 
Los ANGELEs—The long-awaited decided. Los Angeles needs a new | a 2s phan a - = aA | 


‘Seattle area for Hallidie Machin- 


geles” has finally been officially 
announced, with relatively few de- | 
tails. 

The new paper will be The, 
Mirror, and will be published by 
the Times-Mirror Co., publisher 
of the Los Angeles Times. 

Norman Chandler, president of 
the Times-Mirror Co., emphasized 
that “the new afternoon paper 
will be completely independent of 
and competitive to all other news- | 
papers, including our own.” Vir-| 
gil Pinkney, former vice-president 
of the United Press, who will be} 
editor and publisher of the Mir-| 
ror, “will have a free hand in| 
running the new paper as he sees | 


Will Feature Pictures 


Although nothing has been said | 
as to format or style, Mr. Pinkney 
revealed that an extensive pho- | 
tographic laboratory, incorporat- | 
ing a number of new features, | 
“will equip the newspaper for un- 
usual picture-coverage.” 

Appearance of the new paper, 
at a date not yet announced, will 
mark the first introduction of an 
all-new metropolitan paper since 
the Chicago Sun was started in 
1941. It will be the first new big- 
city daily on the West Coast since 
1923. The paper will be housed 


ery Co., manufacturer of heavy 
duty machinery and prefabricated 
buildings. The agency also has 
been appointed by Reeder-Hol- 
lenbeck-Warnock, Seattle, to di- 
rect a national promotion for 
“Simplex Percentage Tables,” a 
book giving retail grocers a ready 
calculation of markups. 


WGN Adds Sales Service 


WGN, Inc., has announced plans 
for a new sales service devoted 
to the food and drug industry. 
William C. Meyers has been trans- 
ferred from WGN-TV sales to di- 
rect this new division of the WGN 
commercial department. 


New YorkK—Radio row was 
| deeply engrossed in legal discus- 
|sions last week as executives of 


| the four networks, which air some 
40 giveaway and quiz shows, 
weighed the FCC proposal to 
study such broadcasts for possible 
violations of the lottery laws. 
ABC, which was preparing to 
defend the legality of its $2,000,- 
000 sensation, “Stop the Music,” 
indicated that it will make an ap- 
pearance before the commission. 
Meanwhile, its official comment 
was: “All ABC shows have been 
examined by our lawyers and we 
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the adoption of final rules or other 
| procedure.” Three new shows, al- 
ready sold to sponsors for the fall 
seasons, were said to be affected. 

Pointing out that the broadcast- 
ing industry has frequently been 
troubled by uncertainties over the 
question of lotteries on the air, 
NEC said it “welcomed” the pro- 
posed FCC rule. 

Broadcasters and other inter- 
ested parties have until Sept. 10 
to file a statement on the FCC 
announcement. However, at press 
time no network had decided 
whether or not it would file. 

At Mutual, executives were 
looking at all their programs in 
the light of the proposed rules. 
“As far as we can tell now they 
seem to be pretty well in line. 
‘Three for the Money’ and ‘Lucky 
Partners’ might have to be 
changed slightly to conform,” an 
official said. 

Officially CBS was still stand- 
ing on its “no comment” state- 
ment while network chiefs de- 
bated the advisability of filing a 
statement with the commission. 


Comics Group 
Plans to Set Up 
Board of Review 


New YorK—The National Asso- 
ciation of Comics Magazine Pub- 
lishers, whose adoption of a six- 
point editorial code was widely 
heralded a fortnight ago, last week 
retained Henry Edward Schultz as 
counsel. Mr. Schultz, with his 
brother Joseph, has already rep- 
resented a number of publishers, 
among them Macfadden, Hillman 
and Interborough News Company. 

AA was told that one of Mr. 
Schultz’s first activities will be 
the formation of a panel of edu- 
cators to serve as a board of re- 
view. This panel will see each 
issue of members’ publications 
and review them for code viola- 
tions before letting them carry the 
seal of the association. Mr. 
Schultz told AA it would be “a 
censorship job, in a sense. Ma- 
chinery must be set up to ex- 


os 

4 amine each month those publica- 

«: tions which are entitled to use the 

i Quad-Cities is the largest market in Illinois seal.” ; 

e: : a Mr. Schultz is currently a mem- 

e and Iowa outside of Chicago . . . over 200,000 | ber of the Board of Higher Edu- 

i product-hungry population spending more than cation, New York City, and « 

: ane : : member of the board of trustee 

4 $210 million annually in retail sales. of Queens College. He told AA 
| he would “presumably” handle 


SAS 


Nearly 60% of Quad-Cities’ population Jive on 

the Illinois side, where the Argus-Dispatch news- 
papers are read 8 to 1 over any other daily paper. 
Over 55% of Quad-Cities’ food sales and more than 
half of the total retail sales originate in the Argus- 
Dispatch newspaper area. That is why students of 


SALES give top consideration to the Argus-Dispatch 
newspapers for moving their products in the Quad-Cities. 


NEW YORK 


CK 


National Representatives — The Allen Klapp Company 


CHICAGO 


. oan 


ISLA 


DETROIT 


and MOLINE DISPATCH 


any further legal difficulties in 
which members of the association 
may be involved, and said he be- 
lieves the organization will form 
a public relations program to ex- 
plain the work of comics. 

Philip Keenan, Hillman Period- 
icals, who was chairman of the 
group, told AA membership ‘°s 
about at its previous level, but 
that other publishers have ex- 
pressed interest. 


Appoints Sisk 

J. Kelly Sisk has been name: 
treasurer and general manager of 
the Greenville News - Piedmont 
Co., Greenville, S. C., publisher of 
the News and Piedmont, effectiv: 
Oct. 1. Mr. Sisk is withdrawin: 
from the auditing firm whic) 
bears his name to accept the new 
| post. 


Gets Poultry Account 


Erving’s Winlock Hatchery, 
Winlock, Wash., has appointed the 
'San Francisco office of Conley. 
| Baltzer, Pettlar & Steward to han- 
| dle its advertising in poultry ana 
| farm publications in the 11 west- 
ern states. 
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100 VERDICTS for the 
“Program that Sponsors the Product” 


e+e THE HOUSEWIVES’ PROTECTIVE LEAGUE 


FCC Look at the list on the right. You'll agree it’s a blue-ribbon 
panel of smart national spot advertisers. You'll agree, too, that each 
of these advertisers sets an example that pays—and pays to follow! 

All 100 of these profit-minded advertisers have been spon- 
sored by The Housewives’ Protective League during the past twelve 
an months. They pay for this privilege. 

... Because they know that listeners know every product spon- 
sored by the HPL must pass a rigid consumer test by the HPL 
oe Testers’ Bureau (a panel of housewives in each station's listening 

area) before being approved for sponsorship. 
...Because they know that every word of every HPL com- 


WwW mercial is adlibbed in an interesting and sincere manner into the 
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program format...is certain to get complete audience acceptance. 
... Because they have found that The Housewives’ Protective 


League is the most sales-effective participation program in all radio. 


The dollars and sense testimony of EACH of these 100 adver- 
tisers proves conclusively that this unique radio program can write 


a unique sales success story for you...if—like these 100 advertisers 


—you can qualify. For more information about The Housewives’ 
Protective League, get directly in touch with any of the eight sta- 
tions carrying the program, their national spot representatives, or 


“The Program that Sponsors the Product”... 


THE HOUSEWIVES’ 
PROTECTIVE LEAGUE 


A division of CBS 
Columbia Square, Hollywood 


a mem- 
er Edu- 
and 34 
trustee 
told AA 


HPL MARKETS: 

Los Angeles (50,000-watt KNX) 
Chicago (50,000-watt W BBM) 
St. Louis (50,000-watt KMOX) 


handle 
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i he be- 
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San Francisco (5,000-watt KQW) 
New York (50,000-watt W CBS) 
Washington, D.C. 

(50,000-watt W TOP) 
Vinneapolis-St. Paul 

(50,000-watt WCCO) 
Seattle-Tacoma (50,000-watt K1RO) 


and more great markets and 
stations to be announced 
later in the year. 
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g Payne Furnace Co. (Furnace Sales and Service) 
'/ Peer Food Products Co. (Peer Brand Pie Dough) 


DURING THE PAST TWELVE MONTHS 
THESE 100 ADVERTISERS WERE SPONSORED BY 
THE HOUSEWIVES’ PROTECTIVE LEAGUE PROGRAMS. 


Allied Food Industries (Holiday Macaroon Mix) 

American Home Products Corp. (G. Washington Coffee) 

American Packing Co. (Sunrise Meats) 

Armour & Co. (Miss Wisconsin Cheddar Cheese) 

Ballard and Ballard Co. (Ballard Oven-Ready Biscuits) 

Beatrice Foods Co. (Meadow Gold Butter and other products) 

Beltone Hearing Aid Co. (Hearing Aid) 

Birds Eye Snider Inc. (Birds Eye Frozen Foods : ‘ 
and Snider's Catsup) 

Book-of-the-Month Club 

Blue Moon Foods Inc. (Cheese) 

Bordo Products Co. (Citrus Juices) 

E. L. Bruce Co. Inc. (Bruce Floor Cleaner) 

California Almond Growers Exchange (Diamond Almonds) 

California Fig Institute (California Figs) 

California Prune and Apricot Growers’ Ass'n (Sunsweet Prunes) 

California Spray Chemical Corporation (Insecticides) Nl 

California Walnut Growers’ Association (Diamond Brand Walnuts) 

Campbell! Soup Co. (Soups) 

Canada Dry Ginger Ale Inc. (Carbonated Beverages) 

Clean Home Products Inc. (Apex Insecticides) 

Clorox Chemical Co. (Boon Household Cleaner) 

Comfort Mfg. Co. (Craig-Martin Toothpaste) 

Consolidated Dairy Products Co. (Darigold Cheese) 

G. N. Coughlan Co. (Chimney Sweep) 

Curtis Publishing Co. (Holiday) 

D'Arrigo Bros. Company (Andy Boy Broccoli) 

L. DeMartini Co. Inc. (Roasted and Salted Mixed Nuts) 

Dennison's Food Company (Dennison's Food Products) 

Doubleday and Co. Inc. (Book League of America) : 

August E. Drucker Co. (Revelation Tooth Powder) iy | 

Durex Blade Co. Inc. (Durex Razor Blades) 

Electric Household Utilities Corp. (Thor Washing Machines) 

Frito Company (Fritos) 

General Foods Corporation (La France) 

General Petroleum Corporation of California (Tavern Waxes) 

Golden State Co. Ltd. (Golden-V Vitamin Milk) Q 

Gold Seal Company (Glass Wax) ; 

B. F. Goodrich Co. (Tractor Tires) ’ 

The Great China Food Products Co. (China Beauty Brand Canned 
Chinese Food Products) 

Griffin Manufacturing Co. Inc. (Shoe Polish) 

Hills Brothers Co. (Dromedary Gingerbread) 

Hubinger Co. (Quick Elastic Starch) 

Illinois Meat Co. (Canned Meat) 

Inland Rubber Corporation (Tires) 

Juice Industries Inc. (Sunfilled Whole Orange Juice) 

Kerr Glass Manufacturing Corporation (Canning Supplies) 

Kretschmer Co. (Happy Harvest Wheat Germ) 

Lan-0-Sheen Inc. (Cleaner) 

Leeward Products Ltd. (Threads) 

Lever Brothers Company (Breeze) 

Lindsay Ripe Olive Co. Inc. (Olives) 

Lite Soap Co. (Lite Cleanser) 

Los Angeles Soap Co. (Merrill's Rich Suds) 

Maggi Co. Inc. (Maggi Bouillon Cubes) 

Manhattan Soap Co. Inc. (Blu-White) 

Marlin Firearms Co. (Marlin Razor Blades) 

Mcilhenney Co. (Tabasco Sauce) 

Michigan Chemical Corp. (Pestmaster Products) 

Michigan Mushroom Co. (Dawn Fresh Mushroom Products) 

Mickleberry Food Products (Mickleberry Meat Products) 

Louis Milani Foods Inc. (1890 French Dressing) 

Nash-Underwood Co. (Donald Duck Peanut Butter) 

National Biscuit Co. (Shredded Wheat) 

National Carbon Co. Inc. (Krene) 

O'Brien's of California Inc. (Candy) 

Omnibook Inc. (Magazine) 

Orr Felt and Blanket Co. (Orr Blankets) 

Park and Tilford (Tintex) 


al ee———— 


Penick & Ford Ltd., Inc. (MY-T-FINE Desserts) 

Perfex Co. (Perfex All-Purpose Cleaner) 

Perk Foods Co. (Perk Dog Food) 

Pillsbury Mills Inc. (Pillsbury’s Pie Crust) 

Pomona Products Co. (New West Raw Apple Juice) 

The Procter & Gamble Co. (Prel!) 

Puritan Company of America (Realemon Brand Lemon Juice) 
Radbill Oil Co. (Renuzit) 

Rand, McNally and Co. (Institutional) 

Samuel Goldwyn Productions Inc. 

Schulze and Burch Biscuit Co. (Biscuits) 

Shotwell Mfg. Co. (Hi Mac Candy Bars) 

The Silex Company (Silex Glass Coffee Makers and Filters) 
Simon & Schuster Inc. (Books) 

Sioux Honey Ass'n (Clover Maid Honey) 

Soil-Off Manufacturing Co. (Soil-Off) 

Southern California Citrus Foods (Rec! Gold Lemon, Orange Base) 
Special Foods Co. (Jays Potato Chips) 

A. E. Staley Mfg. Co. (Cream Corn Starch, Sta-Flo Liquid Starch) 
Standard Brands Inc. (Royal Puddings) 

Stewart and Ashby Coffee Co. (Coffee) 

Sweets Co. of America (Tootsie Fudge Mix) 

Taylor-Reed Corp. (QT Pie Crust) 

Vacuum Foods Corp. (Quick Frozen Orange Juice Concentrate) 
Wander Company (Ovaltine) 

Ward Baking Co. (Tip Top Bread) 

Washington Cooperative Farmers Ass'n 

The Welch Grape Juice Co. (Welch Grape Juice) 

Western Stationery Co. (Ball Point Pens) 

Zenith Radio Corp. (Zenith Radionic Hearing Aids) 
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Fall Time Sales 
Running Ahead of 
1947, Nets Report 


New York—These are still sell-| 


ing days for radio’s fall season, but 
as of mid-August the four major 
networks report they are slightly 
ahead of last year in filling in the 
blank spaces on their schedules. 
Thanks to a packed Sunday 
night lineup, built around Walter 
Winchell and “Stop the Music,”— 
only 7 to 7:30 Sunday is open— 


condition than they were this time 
a year ago. The standing room 
only sign has been’ placed on 
Wednesday and Friday nights. 
Available evening time at 
| American as of Aug. 10 included: 
| Monday, 8:45-10, 10:15-11; Tues- 
| day, 8-8:30, 9:45-10:30; Thursday, 
| 7:30-9:30, 10-11; Saturday, 7:30-) 
| 9, 10:30-11. 
Open on the daytime schedule | 
|}are an hour and a half Monday | 
through Friday, two hours and a. 
half on Saturday and a few Sun-| 
day afternoon spots. 


Availabilities Under Option 


Many of the above availabilities, | 
as is the case at other networks, 


have been optioned and the pic- | 
ABC’s bookings are in a healthier | ture for fall is, of course, chang-| ning 


| 10:30 and Wednesday, 10:30-11. 


10:30-11, was not taken as of Aug. 
CBS, 10. The daytime also is pretty 
solidly filled with the exception 
usual pace, can offer some Sunday of Sunday afternoon, when the 
afternoon and Saturday morning hours of 2-3:30 and 5-5:30 are 
time. Monday through Friday | free. 
has been spoken for. Evening. 


vacancies include three half hours Niagara Names Agency 
on Saturday night, Tuesday, 10- | Niagara Record Co., Buffalo, 
| producer of children’s records fea- 
Daytime vacancies at Mutual turing songs and stories of Jewish 
include 2:30-4, 5-5:15, Monday/life, has appointed Greenfield 
through Friday and two hours on| Lippman, Inc., Buffalo, to handle 
Saturday. Sunday daytime is|'tS advertising. 
filled. Advertisers shopping for “ 
nighttime can take their choice of | Adds Research Service 
any day of the week at MBS.| Chas. R. Tiche Advertising, Mt. 


No time had been sold out at Mu- | Vernon, N. Y., has added a re- 
: | search department with John Mc- 
tual at press time. . . 
N h , Donagh, formerly with McGraw- 
BC has one half hour of eve-| Hi}} Publishing Co. and Ogden 
time available. Monday,| Publishing, as research director. 


ing every day. 
In the daylight hours 
which is running ahead of its 


They spend the most 


where the most 1s 


THE NEW YORKER concentrates 82% of its 316,000 circulation in the 41 city- 
retail dollars are spent. Within these 41 areas 


trading areas where most of the 


THE NEW YORKER'’s circulation is further concentrated in the best neighborhoods and 
in support of the best stores. Luxury food distributors say they get 75% to 80% of their sales from these 


41 epicurean areas. And right up among the heaviest spenders (shown by repeated checks 
of top charge customers in top stores) are NEW YORKER subscribers. 


They spend the mest where the most is spent. 


THE 


EW YORKER 


No. 25 WEST 43xnp STREET 
NEW YORK, 18, N. Y. 


SELLS THE 


PEOPLE 


OTHER PEOPLE COPY 


Advertising Age, August 16, 1948 


4 Networks Sign 
34 New Clients 
in Six Months 


New York — Among them the 
four major networks picked up 34 
new clients during the first half 
of 1948. A sizable number of the 
total—approximately the same as 
bw of the corresponding period 
| last year— were advertisers who 
| shifted from one network to an- 
| other. 
| ABC signed 11 new sponsors for 
| coast-to-coast shows and four as 
| backers of Pacific coast broad- 
casts. “Stop the Music” accounted 
for four and brought Eversharp, 

Inc., a former American client, 
| back into the fold after an absence 
of several months. Seaman Broth- 
ers bought three 15 minute pro- 
grams—two newscasts and a mus- 
ical session. 


Changes at ABC, CBS 

During the first half of 1947 

ABC atttracted 12 new network 
_advertisers, three regional users 
'and 13 others who bought less 
| than 13 weeks of radio time. 

| The new client department at 
CBS welcomed five advertisers 
| between January and June — 
against seven for the same period 
‘last year. 

Two of these, the Ford Motor 
| Co.—starting in the fall—and In- 
| ternational Harvester Co., moved 
over from NBC. A third was the 

National Biscuit Co., which 
|dropped its segment of ABC’s 
| Whiteman show, and signed to 
sponsor Arthur Godfrey in the 
fall. : 

| In addition a good CBS cus- 
|tomer, the Toni Co., added a 
couple of broadcasts to its Co- 
lumbia schedule. 


How Others Fared 


Mutual added seven names to 
its list of clients to keep abreast of 
last year’s record. Among them 
were Piedmont Shirt Co., Shotwell 
Mfg. Co., the First Church of 
Christ Scientist and the Missis- 
sippi Tabernacle. Altogether three 
hours of network time were sold 
to new advertisers. Five other new 
sponsors bought MBC time for 
onetime special events. 

Seven additional names joined 
NBC’s list of advertisers during 
| the first half of the year. One of 
them bought a Pacific Coast net- 
work show. In the same period 
for 1947 new clients added to- 
taled six. From Columbia came 
the Campbell Soup Co., with 
“Double or Nothing” and from 
'Mutual the Coca-Cola Co. with 
Morton Downey. 


ITU, NY Dailies 
Sign New Contract 
| The meeting of Local 6, ITU, 
held in New York Aug. 8, saw the 
terms of the contract offered by 
publishers (AA, Aug. 9) upheld 
by a 609 to 414 vote. Much bit- 
terness was expressed by some 
_ printers, who thought the $9 raise 
| too little, and others wanted it 
| retroactive to the date when ne- 
gotiations began. Local 6 leaders 
| said $9 was the best figure ob- 
| tainable barring a strike. 
Vari-Type control, which pre- 
liminary statements said had been 
given to the union,*apparently re- 
mains with the publishers, but 
publishers have agreed not to use 
| Vari-Type or other substitutes for 
| printing for the production of ma- 
terial which will appear in the 
newspapers, although they may 
use the methods for promotional 
material or other matter not in- 
tended for newspapers. In the 
event of a strike by printers or in 
support of other unions publishers 
|may use alternate composing 
| methods, but upon resuming nor- 
| mal operations, “use of substitute 
| processes or operations shall be 
| discontinued.” 
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MEASUKE OF 


Recent findings of The Gallup Poll show: 
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Big OR ae ee iene . Si ie Sina a na 3 eg : : rae ee MS Sa a eS 


1 How many people recognize \ A Z E { by sight or 
O by association with the place they met her. 


(included in the Gallup Poll of June 1 to June 14, 1948) 


26% of the people, or 


29,700,000 


correctly identify Hazel with 
The Saturday Evening Post 


How many people recognize Norman Rockwell 
O by name or by association with the place where they 
saw his work. (included in the Gallup Poll of June 18 to July 10, 1948) 


#8 
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22% of the people, or 


O, 


correctly associate Norman Rockwell 
with The Saturday Evening Post 
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That’s a whale of a lot of people! | 
But what kind of people are they? 


Those who correctly identify Hazel with The Saturday Evening Post ie Those who correctly associate Norman Rockwell with The Saturday Evening Post 
BY AGE GROUPS BY EDUCATION BY OCCUPATION BY AGE GROUPS BY EDUCATION BY OCCUPATION 
(12 and over) (Group 21 and over) (Group 21 and over) o (12 and over) (Group 21 and over) (Group 21 and over) \ 
12 to 20... 2222s eevee: 50% | College............. -44% | Professional & business37% = 12t0 20.............. ae eee 59% | Professional & business 45% 
RGR iio ainancdekies 32% | High School.... ..... 28% | White-collar ... 338% #  21t029............. 33% | HighSchool.......... 30% | White-collar.......... 35% 
SPORE enccideicsacis 23% Grade School ......... 9% Farmers.......... 14% = 30t049.............. 25% Grade School ......... 6% Pr idcndcadenves 14% 
Manual Workers ...... 12% e OR ONE ONE so cccicvess 13% Manual Worker....... 11% 


There is but one place where all these people met Hazel or Norman Rockwell —  **! »%ie<1e Saves ore 08 estimoted by the Gollup reseorch organization. 
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bd | striking differences from the data 
Canned Fruit Collected in December, 1947.” 


Stocks Decline, 
Pantry Poll Shows 


Cuicaco—Absence of any well- 
defined market trends character- 
ized the Chieago Sun-Times Pan- 
try Poll No. 9, which has just been 
published as part of the continu- 
ing study of grocery brands found 
in the pantries of 400 representa- 
tive families in this area. 

Poll No. 9 was made April 1-20. | 
Charles L. Allen, director of re- 
search at Northwestern University 
School of Journalism, which co- 
operates in the study, says in the| 
foreword that the poll shows “no 


St. Lovis 22 


MARK’ANDY, Inc. 


Mr. Allen said that because Poll 


No. 8 had shown a stabilizing | 


tendency in the stocking of many 
products, it had seemed that “a 
downward trend apparent since 
V-J Day was about to change.” 
The change did not develop in 
Poll No. 9, he said. 

The new poll showed that 
pantry stocks of canned vegetables 
have held their own while stocks 
of canned fruits have decreased 
7% since the December poll. 
Canned vegetables continued to be 
stocked by 88% of families, while 
only 77% of families stocked 
canned fruits as compared with 
84% last December. 


Add New Classifications 


Two new classifications, “ap- 
ples and applesauce” and “beans,” 
were added to the canned foods 
division. The former classification 
showed 28% of all families stock- 
ing some brand, while brand lead- 
ers were A&P Applesauce and 
Comstock apples, both stocked by 


6%; Mott Applesauce, 5%; and 
Appl-true, 3%. Some 28% of all 
families stocked a brand of beans. 
Leading brands were Iona Green 
(A&P), 4%, and Sultana Kidney 
(A&P) and Golden Isle, 2% each. 

In window cleaners and am- 
monias, Gold Seal Glass Wax and 
Stanley Window Cleaner shared 
the lead, each with 9%. Laundry 
soap leaders were American Fam- 
ily, 48%, and Rinso, 17%. 

Friday, the poll showed, is the 
most popular shopping day, with 
43% shopping then and 25% shop- 
ping on Saturday, the next most 
popular day. 


Creates Ad Section 


The Three GI’s, Seattle, which, 
in two and a half years, has run 
a shoestring surplus. property 
store to a chain of five outlets in 
Seattle and Portland doing a gross 
of more than $1,000,000 a year, 
has set up its own advertising 
department and is placing copy 
direct. Buford Seals, one of the 
“three GI’s,” heads the new de- 
partment. 


DuBois to Launch 
Brand Rating 


Service in Fall 


New York—Cornelius DuBois, 
who resigned from Life to set up 
his own research company, last 
week was ready to launch a brand 
rating service. 

The~service will try to de- 
termine what’s going on in the 
consumer’s mind: what brands he 
thinks well of, what brands he 
dislikes, and what his likes and 


dislikes have to do with his buy-| 


ing habits. “The consumer mind,” 
DuBois notes, “is bigger than the 
pocketbook.” 

DuBois & Co. intends to meas- 
ure the public’s recognition, ac- 
ceptance, buying experience, and 
accessibility by advertising. A 
measure of the public’s recogni- 
tion is secured by a “free associa- 
tion” test, in which respondents 
are asked to list brands which 
come to their minds when a word 
like “toothpaste” is mentioned. 


e 


White collars, that is. Not on their jobs: 
Fewer than one-third of the men in America 
are white-collar workers, according to U. S. 
Census figures. (The Census doesn’t care how 
dressy a fellow gets on his night out.) 


To the male majority, Blue Bell, Inc., offers 

work clothes that fit and keep their fit, that never 
bind and get in the way of a job. And the 

world’s largest producer of work clothes backs its 
product with an old-fashioned money-back guarantee. 


We have just started a long-range advertising 
program for Blue Bell, our new client. 


It will reach many 


Philadelphia ¢ 


millions of the 67‘. 


N. W. AYER & SON, INC. 
New York 
San Francisco © Holluwood ¢ Boston ¢ 


¢ Chicago ¢ Detroit 
Honolulu 


67% 
DON’T WEAR ’EM 


/ 


of 87,167 additional 


Advertising Age, August 16, 1948 


This is followed by an identifica- 
tion quiz of slogans, trademarks 
and symbols. 

DuBois gets data on recent use 
and opinion of competing brands 
with a tricky arrangement remi- 
niscent of a parchesi board, on 
which the respondent stacks cards 
giving use data and opinion in ap- 
propriate squares. 


Needs 12 Sponsors 


From this service, advertisers 
may discover how their brand 
stands in the consumer’s mind, 
how other brands stand with it, 
and how it rates with those who 
have or have not bought it re- 
cently. Respondents are broken 
down by age, sex, income, region, 
occupation, exposure habits (ac- 
cessibility to advertising media), 
and brand consciousness. 

This material, measured over a 
sufficient period, will give an ad- 
vertiser a clear picture of the 
trend of his brand against com- 
petitors, with what kind of people 
he is making progress, and 
whether his copy has enough 
prestige or sell in it. 

The service is offered for $12,- 
000, covering two polls of 5,000 in- 
terviews each, spaced far enough 
apart to give a trend picture. 
Where an advertiser is interested 
only in men or women, he can 
buy the service for $8,000. 

DuBois hopes to get the service 
under way this fall, and says that 
the number of advertisers—so far 
none is committed — required to 


|launch it will be 12. 


Emery Starts 
Sanitone Drive 
for Dry Cleaners 


CINCINNATI — Emery Industries, 
supplier of Sanitone dry cleaning 
service, is conducting a back-to- 
school drive on behalf of its 700 
dry cleaner licensees this month, 
using a full-color, half page in 
Ladies’ Home Journal and The 
Saturday Evening Post, in addi- 
tion to La Revue Moderne and 
Maclean’s Magazine in Canada. 

The drive, one of six under- 
taken annually by Emery, will 
also include newspaper mats and 
minute and half-minute radio 
scripts for dealers, plus window 
streamers, blotters and other deal- 
er aids featuring the back-to- 
school motif and a children’s car- 
toon coloring contest. 

In the contest, licensees are sup- 
plied with black-and-white car- 
toon books to distribute to chil- 
dren. Each licensee is presented 
with a plan for conducting his 
own contest. Under the plan, the 
licensee selects a local school 
teacher as judge and awards his 
own prizes for the best coloring 
jobs. Cartoons deal with care of 
clothes. 

Ruthrauff & Ryan, Chicago, is 


the agency. 


| Offering of McCall 


Stock Snapped Up 


Doremus & Co. reported last 
week that McCall Corp.’s offering 
shares of 
common stock at $26 per share 
was subscribed for to the extent 
of 81,941 shares (approximately 
94%). The subscription warrants, 
which expired Aug. 3, entitled 


each stockholder to purchase one 


additional 


share for each six 
shares held on July 20. 


The 5,226 shares unsubscribed 


_ have been sold by underwriters. 


| tractors. 


Appoints Graybar 

United States Rubber Co., New 
York, has appointed Graybar 
Electric Co., New York, exclusive 
distributor for Uskon conductive 
rubber panels used in the radiant 
heating of homes by electricity. 
Graybar will handle the distribu- 
tion of the panels on a nationwide 
scale through electrical con- 
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ee what Look does 


to the cost of reaching people 


[f you’re selecting one basic magazine for 1949, use LOOK! 


Look delivers more 
readers per dollar 


than any of the major weeklies 


Readers Per Dollar 


1948 


1947 


LOOK 


2,180 1,956 


Life 


1,661 1,566 


Post 


1,402 1,228 


/ , . bd 9 

All figures shown here are based on studies by the Magazine Audience Group, 

which limits itself to basic audience figures. To provide advertisers with com- Collier S 1,293 1,388 

parative costs, LOOK has applied audience figures against advertising rates for 

black and white pages. 

If you’re a 2- or 3-book magazine advertiser, use LOOK! ani veneti 42 GUE tie Ge 

' Post—8,233,000 

ook adds Post to Life | 35,805,000 


more unduplicated 
readers per dollar 


in any combination, than any of the major weeklies 


The examples shown at the right are typical— 
and the extra value you get by adding LOOK 
may be demonstrated in the same way with any 
combination of 2,3, or 4 major weekly magazines. 


PEOPLE 
PURPOSE 


POWER 


@ $1.36 per M 


LOOK—9,148,000 


Life and Post 


LOOK to Lif 
O C| 36,720,000 | “6s 87 per M 
’ . ) ‘ . : 
Collier § tO | 39.986,000 | W*llier’s—4.181,000 
Life and Post @ *1.91 per M 
LOOK to 43.471.000 | LOOK—7,666,000 


@ *1.04 per M 


These are the standings of America’s leading weekly magazines 
in total audiences, as revealed by the new 1948 Magazine Audi- 
ence Group Study, made under the direction of 7 of the nation’s 


leading research authorities. 


LOOK, 511 Fifth Avenue, New York City. 


Total Audiences. 1948 


For complete details, write to 


LIFE 


27,572,000 people 


LOOK 


17,439,000 people 


POST 


15,702,000 people 


COLLIER’S 


10,341,000 people 
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NU ASKED THESE |I 
——s GHICAGL 


WHAT KIND OF PEOPLE READ THE |} ' 
CHICAGO HERALD-AMERICAN? ' 


HOW MANY MEN? 
HOW MANY HUSBANDS? 


HOW MANY WOMEN? 
HOW MANY WIVES? 


WHAT ARE THEIR AGES? 
HOW MANY CHILDREN? 


WHAT ARE THEIR OCCUPATIONS? 
HOW BIG ARE THEIR FAMILIES? 


WHERE DO THEY LIVE? 
DO THEY OWN, OR RENT? 


HERE ARE THE ANSWERS... 


This survey was made for you. It answers the. questions most frequently 


aa 


Po ae ee 


asked by advertisers. Write, phone or wire the Chicago Herald-American 


or Hearst Advertising Service to arrange to see the complete fact-filled study, 


“Characteristics of Chicago Herald-American Readers.” 
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E|PERTINENT QUESTIONS AB 
HERALD-AMERICAN READ 


NOW, ALFRED POLITZ soreo research autvority 
euswers ALL OF THESE QUESTIONS ABOUT 
CHICAGO HERALD-AMERICAN READERS 


ALFRED POLITZ 


Winner of the American Marketing ‘ 
Association's “Leadership in Mar- ° l 
keting” Award in 1947 and 1948. 


\ O GIVE advertisers usable information about the kind : 
a ge \4 " Of people who read the Chicago Herald-American, Alfred 
Politz Research, Inc., has completed an exhaustive and 


accurate survey of its readers. 


a RR A 


This study employed the improved sampling techniques 


which earned the American Marketing Association’s top 


4 STUDY UF THE 
GUARAGTERISTICS OF 

Chicago Herald - American 

HEADERS 


awards for Alfred Politz. It makes available, for the first time, 


\ vital information on every segment of the Herald-American 


reader audience in the rich metropolitan Chicago market 


area. It offers factual data never before available for 
\ determining penetration, influence and specific audience 


\\\ potential of advertising directed to the largest evening 


ih newspaper audience in Chicago. The findings are com- 


\ plete, unbiased, and substantiated by known factors. 
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Government dnd o:: Expenses Cont'd 


We cannot resist pointing out | 
that the Washington editorial of- 
fice of ApveRTISING Ace has done 
an outstanding job of reporting in 


connection with the proposed rul-| 
ing of the Joint Audit Coordinat- | 


ing Committee, eliminating adver-| 


tising as an acceptable cost in| 


military contracts. 


, s | 
We can’t resist 


making this point because there is | 


an obvious and an_ important 
moral: The most sensational in- 
terpretation of the news is not 
mecessarily the most accurate. 
ADVERTISING AGE, we believe, 
broke the very first story on the 
change in auditing procedure 
sponsored by the Joint Audit Co- 
ordinating Committee, in our May 
17 issue. 


port supplied by our Washington 
editor on that occasion, we said 
editorially in the May 24 issue: 

“The decision means, 
that in figuring cost-plus con- 
tracts, no allowance will be made 
for advertising of any kind in de- 
termining costs. . . It can be as- 
sumed that, for income tax pur- 
poses, the Treasury Department 
will continue to recognize ‘reason- 
able’ advertising costs as a cost of 
doing business. 

“Advertising interests should be 
alert to protect themselves against 
unwarranted attempts to limit ad- 
vertising, but 
be sure of the facts 
dulging in hysteria.” 

The “official” discussion of the 
proposed ruling which was printed 
in these columns last week, fol- 


before in- 


On the basis of the fac- | 
tual, accurate, non-hysterical re-| 


it will be wise to! 


lowing submission by AA of a 
series of questions to the Joint 
Audit Coordinating Committee, 


bears out our attitude of four | 


months ago. 


knows, it has no effect whatever 
on the ability of any government 
contractor to spend any reason- 


able sum on advertising. It simply | 


provides that if you sell something 
to the government, for which the 
government agrees to reimburse 


BROOM 
CLOSET 


> 


"| know your office is a bit cramped, Mr. Smith, but ouf Starch rating went up 
substantially this month and | hope we ‘ll soon be able 48°do a little remodeling.” 


Bank Series 


Bank advertising 


is getting 
| easier to read, but none we’ve seen 


Bank, Washington. Riggs wisely 


|}used some history—the history of 
The new ruling does not pro- | its transactions with depositors. 


hibit advertising; so far as anyone | And such depositors. 
Few banks can recall that James | 


you for your costs plus a per-| 
centage or flat fee, you cannot in-| 


clude advertising as a “cost” in 
determining the price the govern- 
ment will pay. 

But you can still include adver- 


tising as an over-all cost'of doing! . 


business, and you can use any rea- 


your reserves, 
other place. 

Just the same, there are some 
elements in the action which bear 
a danger to advertising, especially 
in view of the fact that the law 
of the land now makes the ac- 


or any 


ceptance of government contracts | 


mandatory, at what appear to be 
dictated prices. There seems little 
question that the joint board, as 
at present constituted, has no in- 
tention of seriously curtailing ad- 


vertising, but the language of the 


section ought to be cleared up so 
that there can be no possible con- 
fusion, no matter in whose hands 
the interpretation of the provision 
may be placed at some date in 
the future. 


Campbell Soup and Coca-Cola 


What makes advertising good? 

Perhaps, more than anything 
else, the thing that has made ad- 
vertising the potent force it is in 
American business and American 
life is the fact that, by and large, 
both the users and the creators of 
advertising are restless, dissatis- 
fied individuals in a_ constant 
search for a new and better idea, 
a smarter merchandising § ap- 
proach, a new appeal. 

They are not at all satisfied with 
things as they are; they see vi- 
sions and dream dreams: and 
every once in a while they hit the 
jackpot with a new idea or a new 
approach which really pays off at 
the cash register. 

So there is always 
new, and something 


something 
spectacular 


about advertising—new methods, 
new media, new copy themes, new 
promotions. 

It is well, however, to remem- 
ber that spectacular things, for 
their own sake, are not the end-all 
or the be-all of advertising and 
merchandising. It is well, occa- 
sionally, to ponder the fact that 
Coca-Cola and Campbell Soup, for 
example, make little “sensational” 
advertising news, but do very 
well, year in and year out, plug- 
ging away with the same basic 
advertising and merchandising 
ideas. 

Once you've discovered a good 
way to sell your product, or the 
one best way, there’s very little 
point in stirring things up just be- 
cause you like excitement. 


Buchanan sent a message asking 
that his safe deposit box be sent 
to him; that Abraham Lincoln 
wrote a check on them in favor of 
a “colored man with one leg;” that 


/more energy units, 66% more pro- 


tein, 67% more B,, 48% more iron, 


43% more niacin, 74% more ribo- | 


flavin, and 205% more calcium? 
Put sugar and cream with that 
and you don’t have just a break- 
fast, you’re fortified beyond all 
recognition. 

When you’re putting Vaseline 
cream hair tonic on those thinning 
locks, do you ever think of the 
Viratol* it contains. (*Equals 


| “special compound gives lustre. . 


Ole Bull once wrote to the bank’s | 


New York manager, quipping that 
he was sorry “to give you such a 
lot of troubles—I wish it was 
rubles instead.” These and others 
ran in pages, and the bank has 
issued the series in a handsomely 
printed booklet, called “Please to 
send my tin box by the bearer 


keeps hair in place without stiff- 


The following documents may 
| be secured without charge from 


/companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
| business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
| Chicago 11. 


No. 3132. 1948 Consumer Analysis 
of the St. Paul Market. 


The St. Paul Dispatch-Pioneer 
| Press has issued a 1948 edition of 
its St. Paul market analysis, which 

follows the pattern of last year’s 
study and, for comparative pur- 
| poses, lists last year’s figures with 
| this year’s. The report covers 
| brand preferences and use of 
| foods, soaps, toiletries, beverages, 
| home equipment and automotive 
| and general products. 


|No. 3133. Annual Market Work- 
sheets. 


The Newark Evening News has 
issued two market studies—-one 
for northern New Jersey and the 
| ABC city zone and the other for 
the 60 counties of the country 
that account for about half of the 
U. S. buying power. Tabulations 
include population, families, buy- 
ing income, retail trade and out- 
lets, wholesale sales, manufac- 
tures, passenger car registrations 
/and sales. 


No. 3134. Amusement Center Pre- 
view. 
Amusement Center, called the 


ness.”) . Do you also know that it | 
contains Triple-A Lanolin, too, | 
and is homogenized for smooth-| 
| ness? 


Or, as you drink Sanka, do you 
enjoy the “new, marvelous flavor,” 
due to a “brand new flavor-saving 


| process’? 


.’ It should be of interest to) 
}anyone concerned with financial 
| sonable amount of it out of your) 
“profit,” 
simply, | 


advertising. Lewis Edwin Ryan | 
Advertising is the agency. 
Wunnerful 


On these hot summer days, we 
enjoy a gag like the one RCA uses 


for the cartoon posters in windows 
and stores where RCA batteries 
are sold. 


Blind with Facts 

For years critics of advertising 
have been saying that what they 
want in advertising is more facts. 
Never mind the sell. Kiss the 
psychology goodbye. Not a good 
solid scare in a carload. 

This has penetrated, we think, 
because recently we are being 
beaten over the head with facts, 
or at least they look like facts 
under reasonably close inspection. 
In the good old days, breakfast 
food either made you a champion 
while you hummed through your 
athletic day, or it let vou feel your 
muscles ripple as you pursued 
your merry round of train, sub- 
way, office, subway and _ train 
again. 


No more. Facts are now a by- 


word. As you gulped down your 
Cheerios, have you ever suspected 
that 


you were absorbing 48% 


Hotchkiss Drive, 


If your dog could talk, he might | 


tell you of the good Gaines’ Viac- 
tron does him. After all, it helps 


him “get more good out of every | 


ounce of food!” 

Pepsodent 
Irium, RCA chortles through its 
Golden Throat, Kellogg’s Pep has 
more B, than “the good wheat it’s 
made from,” and besides, a bowl- 


ful of Pep packs the day’s need of | 


Vitamin D. Plymouth has the 
1D hy sa 
and Admiral radios have a con- 


cealed aeroscope plus the exclusive 


Admiral circuit. 


Imagine people saying advertis- 
ing doesn’t have facts. It’s lousy 


with ’em. 
Jottings 
Warner’s headline for its 
foundation: “You ought to be 
hugged . . . not squeezed!” . 
International Lions Clubs ‘will 


return to New York next year for 
their convention, because’ they 
found the big cold city so hos- 
pitable. .. 

Inconsiderate time! Lead from 
a E. J. Hayden news release: “The 
war years having prevented 
proper attention to its half-cen- 


tury of progress, E. J. Hayden Co., | 


Inc., is now observing its 55 years 
as point-of-purchase display ad- 
vertising creators for American 
business .. .” 

Taylor Wine Co., Hammonds- 
port, N. Y., has produced an in- 
teresting booklet called ‘Leaves 
from the Table of George and 
Martha Washington,” consisting of 
recipes from Mt. Vernon. The 
agency is Moser & Cotins, and 
copies of the booklet will be of- 
fered in advertising. . . 

We got a bang out of the an- 
nouncement of the move of Harry 
W. Smith, New York publicist. It 
was headed “With Relief ... an- 


nounces a long-sought solution to 
its housing problem and a new 
address, 507 5th Ave. . .” 


wheelbase | 


|“property maintenance magazine 
of the entertainment industries,” 
which will make its debut Sept. 
| 15, has issued a preview edition 
outlining the plans and purposes 
| of the publication. The issue pro- 
vides an idea of the monthly’s 
| editions—screen and stage, dine 
and dance, bowling and billiards 
and sports and pastimes. 


is still loaded with | 


No. 3121. 1948 Consumer Analysis 
of the Sacramento, Modesto 
and Fresno Markets. 

McClatchy Newspapers, pub- 
lisher of the Sacramento Bee, 

Fresno Bee and Modesto Bee, has 

published the second annual edi- 

tion of its consumer analysis of 
buying habits and brand prefer- 
ences in these California markets. 

This is one of the studies follow- 

ing the pattern now available in 

12 markets, including those pub- 

lished by the Milwaukee Journal, 

Omaha World-Herald and Phila- 

delphia Bulletin. 


No. 3102. Copy That Clicks with 
Readers. 

The final authority on what you 
say and how you say it is the 
reader, says this brochure, in 
which the Associated Business 
Papers, in readable and informal 
style, offers a lot of help toward 
a more effective job of business 
paper advertising. The pages con- 
tain reproductions of numerous 
“effective” business paper ads, 
with accompanying comment on 
reasons for the particular han- 
dling of each one and what each 
ad has done for the advertiser. 


No. 3105. Teen-Age Market Data 
—Beauty and Personal Care 


Survey. 
Answers from Seventeen’s con- 
sumer panel of teen-age sub- 


scribers are tabulated in this re- 
port, published by Triangle Pub- 
lications, showing the use, owner- 
ship, buying habits and brand 
preferences for toiletries, cosmet- 
ics and allied products among 
girls between 13 and 19 years old. 
The report includes a breakdown 
of respondents by age, section, city 
size and father’s occupation. 
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50,000 watts 


“Umbrella Coverage”—in 
all directions 


Nation's third largest market 


First in every Philadelphia 
listener's survey ever made 


CBS affiliate 
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In 1947 the “Sure-Crop Area” ranked 
first in the production of dry edible 
beans. The “Sure-Crop Area” is one solid 
market for sales thoroughly covered only 


THE WESTERN 
FARM LIFE — 


pt the Nations by the Western Farm Life. —_ 100 Ib. bags 
cleane 

No. ! FARM MARKET No. 1—"Sure-Crop Area”............ 7,281,000 

FOR EDIBLE BEAN : No. 2—California dediceuseuniodnetetiee 3,970,000 

No. 3—Michigan ........................ 2,847,000 


PRODUCING MACHINERY — 


THE WESTERN FARM LIFE is one of the 
Nation's leading Farm and Livestock publica- 
tions. In the 8 Mountain States: first in Circu- 
lation; first in Advertising Linage; first in 
Reader Service. 


THE WESTERN FARM 
“ LIFE—Circulation 131,592 
(Dec, 15, 1947). Total Farms 
in “The Sure-Crop Area” 
163,098. 


: a : DENVER, COLORADO 
ae National Representative: THE KATZ AGENCY, Inc. 


San Francisco @ Los Angeles 


New York . Chicago. * Detroit * Atlanta ¢ Dallas.¢ Karisas City 


Tang Dressing 
‘Dresses Up in 


|attle Times Aug. 22, moves a week 
|later to the Portland Oregonian, 
San Francisco Examiner and Salt | 
Lake Tribune, and on Sept. 5 to 
| the Los Angeles Times. 

Black and white copy featuring | 


Fiesta Tumblers 


Tacoma, WasH. — Unusually | 


colorful four-color copy in six 
Sunday newspapers of the West 


will be used to promote a special | 
offer of Tang, a salad dressing by i. 
Nalley, packed in striped fiesta| F 


tumblers. 
The campaign opens in the Spo- 
kane Spokesman-Review and Se- 


the tumblers will follow in the 
Los Angeles Examiner, Herald- 
Express, and Downtown Shopping | 
News, San Francisco Call-Bulletin | 
and News, Portland Journal and 
Seattle Post-Intelligencer. 

As a promotion to the trade, a | 
four-page mailing piece went to | 


“It’s been there since we took a group of advertising men 


| TANGY—Unusually colorful 1,000-line 


four-color copy in Sunday newspapers 
features a special offer of Tang salad 
dressing packed in fiesta tumblers. 


through the park, last year !”’ 


OTHER POINTS OF INTEREST: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


Represented by Moloney, Regan and Schmitt, Inc. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


grocers from Alaska to the Mex- 
ican border announcing the offer, 
reproducing the color advertise- 
ment, and urging immediate stock- 
ing up. 

With an eye to the high cost of 
living, the Tang fiesta consumer 
copy carries the appeal: “Why buy 
expensive mayonnaise. Save 
money, get glassware, buy Tang 
the perfect salad dressing.” 

Milne-Heffernan, Inc., Seattle, 
handles the account. 


Women’s Branded Foot- 
wear Ads Increase 16.1% 


Newspaper advertising of wom- 
en’s branded footwear increased 
16.1% in the first six months of 
1948 over the same period of 1947, 
with the Gold Cross brand lead- 
ing with 810,608 lines. These fig- 
ures are reported in a summary 
of dealer advertising recently 
completed for the semi-annual ad- 
vertising review and forecast of 
Women’s Wear Daily and Foot- 
wear News by the Advertising 
Checking Bureau, Chicago. 

I. Miller and Naturalizer took 
second and third places with 
684,040 and 437,082 lines, respec- 
tively, among women’s shoe 
brands. Buster Brown led chil- 
dren’s shoe brands, and Florsheim 
led men’s branded footwear with 
a total linage of 521,125 during 
the first half of this = OF Cs peer. 


Joins DeJur-Amsco 


Blanche L. Stearns, formerly 
media consultant to Loft Candy 
Corp., New York, has been ap- 
pointed assistant advertising man- 
ager of DeJur-Amsco Corp., Long 
Island City, photographic equip- 
ment manufacturer. Prior to her 
association with Loft, Miss Stearns 
was media director of John A. 
Cairns & Co., New York. 


Adds Coleman 


Thomas B. Coleman Jr. has 
joined the advertising sales staff 
of Science Illustrated, New York. 
He will represent the publication 
throughout the New York City 
area. For the past five years, Mr. 
Coleman held a similar position 


with Good Housekeeping. 


WRI 


\\ 4 
- a :. 
a \ 4 
ke: pe ee 
ENG AVING \ 
FRANKLIN MP4 NY 


6343 


198 south clinten strcet — chicage 6, iMineis 


- “eee ee < ae SoS caret Sica a ee ee ae TO eh ae 
PAE | dd a +. 5 oe eee aCe ae a oe A Te ee ae 
ses etal sae il a a /% 3 . — ae Aa SR ae oe ae ae ile Mia ee : 
ee ae ee i AN MI ll Advertising Age, August 16, 
me ; 14 " pg pid apap Bee Si Faia % . Dreeie e 6 
: q ) - a aes SE gy.) PROC? Bip meta Lae a, 4 oh £ be * g5 ass . ~ — . — , “ a be 7 : , | 
' ee 
: : : Dor nel " 
.6hlcLu ; : CA =~ 
2 ee — oe ! Tang % x ’ 
i am” es] 
P . De a? ee i ae 
is 4 cs —— 5 cat me + 
ee : aa : eee Se #2 be :* ay = “i ng 
uo = "he Sue : re rt ae 
: 4 ; é -_- 4 
i ' § * A) \ [5 esis eee 
j ' Z BP P| Ptr AY ; er Oe ae : 
| gD) Thee Westorn Farm Lite _ 
; et | 
A . sa c Az - ibe &y 
. “5 s ’ j “4 “ sh ‘ o_ & ee me 4 « 4B 
a ea Me zg - | 
a: are Fen 
— ee, iff wt Ii i Wy, aia EE a | 
| SN rE, hg Oy. 
: 4s d c a a YS a Het my ; i) ait y 4 le Ve | “ a! nd —- Ar ot | Sil 
7 a ye | RE Mig | eh a ° | = 
. oP: ' a NOE I © ay mune i Hu j W) Up ee. ogee . 
: A .. “a i} | ayy Hf, ys tha ear / 
- ‘ 4 *. i - ‘4 : bids ig " : e er 4 Ky z y +9 : { / I} j 4 ‘ vos ‘ v / Le oe © | 
: % . bd ele. : a is ~~ Ve i ‘ i 5 “ayy j ] ig ; (A Mh tie. y ¥ & é ¢ 
i NV t eras ian | { | i} /\/ a VO ‘at 1s 7a 
A a ui ' NL , : : ‘ ei F . l 
Z , ig w\i Ae < ae ra } A a BAY of be * \ if 
Sel Pe * Be 9 at Pe 5 \ Ly eo . | 
ie 0k —_— )\T sera ae Uys Mis | 
Sp ; fi “ res . tin’ . “ SG t D j | j RAte ae {hed ev ‘ @ Wgeas wit a, ‘ ry, iy ‘ | 
Ot” Tie AIDES | Aare | 
‘ B's ! jf , WE Whos Peek rs a ; e.g j ty wht E Ms “. & pe rit: 
Mise i. REAnSeTHE |) ee li, i | 
 \ a Pee \ Sy aie ie We | 2 ie | 
: fi 2. oe ee 14 Ee yo i \ is, ENQUIRER } 7 \ ¢ "7 a apn! i : ‘ °F WEF “We “yf W 
‘ . 42 1 , q t i , eB +g - | ‘% ‘ ' A eo he digey % +7 A y _- L YM 
: . Cn see bi a fee sins al | 
G vam . ee * ae it ye Cea A wie UR Ty | | 
9 ae > aa i Bad | i | \ i} ae hae sje fe my \ i 
of A |) LH | Hy" | “ee (elt i. oe \ | 
: ‘ \ i vy Nh Hale 1 ait . a el | | if" za \" Wy / i % ii PZ | 
i ee oS i a | 
| ; 4 | i al meet iii iii | ad | ee eS ee 
a | : ; ii fa i : Mal / oy i | ; S i . Bae i) */ wv | 
| eb = ea Hey ieee a | 
' if A a | | . adh os ay —=Se — ri} ie A ya j\ ms: 
a | poe? at + \ in marsy-P yi (Vii a Pee at ea 
: a Tal ‘i OUTER ih 1 | | 
a : } ag ) ‘Wea i ; i ; a ee , i Fe ia} | lee \ 
' 4a we!) a | 
WS : or he |) 2 Bais. : | By | 
ae ce Rt ay [bth | ew | a 
Cu 7 bee HB pS | 
~. Y a e if ” ~~ ia { th ~ Asc : ° J) ; | >) | m4 
_ > Yay . , —. Ae  ~Be=-------- | 
&g | ie Re : ap | ie os" Oe 
’ 7 4 2 : m " x ’ / Ih Y oad yg ‘SF 
: i a > r- : 3 ; iE 7 : ron : —— 
} | er r ee HI i My ij be . ; ng ' 
Z : £ ‘ = ; ; i ; Fi i, : Fer r : , bet ee Se ‘<< A Po 
: re ip FY '- S SS = See “~. “ 
* : : en epee 
a / pe ait i. 2: . q ee puget o~ 4 fa | 
: mm y :  f — | 
: on Wt % hh > == | 
: “Se \ 4 . —s a a = 
: we yea \ — a oft LE 
’ : - . —— : ence BF Ree se rea ee aaa’ 
| ® \ | cesT / fmmembeenel |, S99 
ea SS PR Ee ooh _ a, 
: Rite te Te 5? a %e Pree re: : 
: ; ' mee? 6 o ema a 
7 ; i; ba : ine ' 1 @ *.° ne? | ' | 
ty \, : ‘ : i : ‘ . ° 2 os 5 e / 
i = oe ",° dot ' i 
ia tee * ea am 
| a 
ee 
| 
AE . es * ee 22 Neb ret ae en ee : cae i ag tree) ante ahah Sa te toy Oe lee RS ge a cos oa we 


i 


eel 


‘tbe: en: a 


The Tacoma News Tribune 


Announces the 
Appointment of : 


||| The Sawyer + Ferguson: Walker Co.: || | 


»t- as 
1% : 

G isi 
i eneral Advertising 
1947, 
lead- 

@ 
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root- 
ising 


one *EEFFECTIVE September 1, 1948, the Sawyer, Fer- 
with guson, Walker Company will act as general advertising 


a 

pS 

Pad 
a 


representatives for the Tacoma News Tribune. Facts 


concerning the vital Tacoma-Pierce County market may 


andy be secured from any Sawyer, Ferguson, Walker office: 

Long NEW YORK — Lincoln Building 

her CHICAGO — 333 N. Michigan Avenue 

n A. DETROIT — New Center Building 
ATLANTA — 22 Marietta Street Bldg. | . 

a SAN FRANCISCO — Russ Building a 

ation LOS ANGELES — 645 S. Flower Street | 

‘tion 


NOW DELIVERING MORE 
THAN 60,000 DAILY 


oMmA 


News Tribune 


TACOMA 1 WASHINGTON 
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Monsanto Transfers Zack | Will Use Eight Pages 


James G. Zack, divisional public | 
relations director of the plastics | 
division of Monsanto Chemical | 


Co., Springfield, Mass., has been | 


transferred to the company’s cen- 
tral office in St. Louis. 
be affiliated with the company’s 
industrial relations group, as- 
signed to interpreting company 
policy for employes. 


Two Join KPOJ 


Jack Corcoran, formerly in the 
circulation sales department of the 
Journal, Portland, Ore., has been 


in ‘Li . g’ 

Virginia House (Lincoln Indus- 
tries, Inc.. Marion, Va.) will 
launch a series of ads directed at 


He will | the young homemaking market, 


Starting with the autumn issue, 
out in September, of Mademoi- 
selle’s Living, in which eight full- 
color pages will be used. This is 
said to be the largest single port- 
folio of ads ever placed by one 
‘home furnishings manufacturer. 
Courtland D. Ferguson, Inc., 
Washington, is the agency. 


named an account executive of GM Advances Two 


Station KPOJ, Portland. Gerald 
Hartshorn, formerly in the public 
relations department of the States 
Steamship Co., has joined the sta- 
tion’s sales staff. 


“THE LETTER SHOP, Inc. 


431 S. Dearborn St., 


Jack Berno, sales promotion 
manager, has been promoted to 
supervisor of national account 
| sales of home appliances of Gen- 
eral Mills, Minneapolis. Mary 
| Johnson, demonstration training 
| director, has been named super- 
| visor of department store sales. 


-Himmer Joins KXOK 

| Edmund J. Himmer has joined 
|the sales staff of Station KXOK, 
| St. Louis, where he will concen- 


Chicago 5.1Minois | trate on FM sales, which include 


Transit Radio. 


GRANT 


936 North Michigan Avenue + Chicage 11 


service 


advertisers 


-JACOBY STUDIOS 


MOHAWK 2055 


NAB Joins Fight 
on Army-Navy 
Cost Rulings 


WASHINGTON—National Associa- 
|tion of Broadcasters joined the 
|media groups fighting last week | 
for reconsideration of a ruling by | 
'the Joint Army-Navy Audit Co- 
| ordination Committee holding ad-| 
_vertising an inadmissible cost in| 
_“cost-plus-fixed-fee” government 
| contracts. 
| In a letter to Rear Admiral 
Frank Baldwin, joint committee | 
chairman, NAB executive vice-| 
president A. D. Willard contended 
the proposal “is an entirely new 
principle, contrary not only to) 
the long established methods of | 
computing costs in industry, but 
contrary to the great body of| 
precedent and law which has ex-| 
isted in business-government re-| 
lationships for many years.” 

i Fearing “a misunderstanding of | 
‘the true function of advertising” 
Mr. Willard reminded Admiral 
Baldwin that advertising is “the | 
wellspring of mechanized_ distri- | 
bution—the factor maintaining | 
mass production.” 

Pointing out that even in war-| 
time, manufacturers had been) 
permitted to protect their brand 
name position by advertising, Mr. | 
Willard warned “a manufacturer | 
requested or required to turn over 
his capacity to government con- 
tracts would under the proposed 
regulation, be asked or required 
to commit some degree of eco- 
nomic hara-kiri.” 


Advertising a Target 


In wartime, he warned, the 
regulation would “impoverish” the 
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ABC AFFILIATE 
5000W ° 


National Representative 


THE KATZ AGENCY, Inc. 


WSIX-FM * 71,000W ° 


980KC 


ells 


— 


the shade. 


as punch with her new cab- 


inet or headed for a lawn chair in 


Either way WSIX helped 


make another sale for one of Nashville's 


& : : leading furniture stores. Winter or sum- 


throughout 
trade area. 


mer WSIX has been on the job for this 
company seven days a week for over 
eight years. Quite a record! And it 
shows WSIX sells again and again 


Nashville's 51-county retail 
Let WSIX help you do a 


better sales job, too. 


‘Tennessee's 


MASHVILLE 


97.5MC 


naa “s 


ni . 


WSIX gives you all three: Market, Coverage, Economy! 


| Batten, 


very media of dissemination of 
news, information and instruction 
needed by the government. 

“Only government subsidy or 
outright government control could 
then maintain the mass communi- 
cations media intact, a condition 
so abhorrent to the American 
people that every means should 
be employed to avoid it,” he de- 
clared. 

Mr. Willard reminded Admiral 
Baldwin that advertising is one 
of the principal targets of social- 
istic or communistic elements who 
seek to destroy mass media of 
communications. 

“In schools, publications, forums 


‘and in government, these people 


have persistently sought to dis- 
credit advertising as an ‘economic 
waste’,” he added. “They know 
full well that it is the keystone of 


|the economic arch and the sole 
support of our free press and/| 


radio. 

“It would be regrettable indeed, 
if any statement or policy enun- 
ciated by our government should 
lend authority or credence to this 
subversive campaign to under- 
mine our free institutions.” 


Oneida Schedules 


Three Campaigns 

Oneida Ltd., Oneida, N. Y., will 
begin a fall campaign for Com- 
munity silverplate in the follow- 
ing magazines: American, Charm, 


Cosmopolitan, Glamour, Good 
Housekeeping, Household, Ladies’ 
Home Journal, Life, Look, Made- | 
moiselle, McCall’s, Redbook and | 


Advertising Age, August 16, 1948 


You Can't Please 
All Contestants 
All of the Time 


Cuicaco—If Lincoln didn’t say 
it, he should have: You can’t 
please all of the contestants all 
of the time. 

Alex Rogers, advertising man- 
ager of Libby, McNeill & Libby, 
has rediscovered that undying 
truth, in connection with the re- 
cent Cadillac-tomato juice con- 
test which Libby sponsored. 

Because the company believes 
that much good will can be lost 
through failure to acknowledge 
contest entries, it has carefully 
sent a postcard acknowledgment 
to every person entering. But 
while this presumably pleased 
most contestants, it made a lady 
in Georgia very unhappy. 

She wrote in, pointing out that 
her 25 entries had netted 25 sep- 
arate acknowledgment cards, and 
inquiring why Libby, McNeill 
couldn’t do such a simple thing as 
coordinating all the entries of a 
single person by just sending one 
acknowledgment. 

Mr. Rogers explained that it 
would be an enormous task to 
separate the contest entries so as 
to make sure that only one ac- 
knowledgment was sent to a single 
individual. This will probably 
ease the pangs of the lady in Geor- 
gia, but Mr. Rogers suspects that 


| there may be a few other multi- 


ple-entry contestants who haven’t 


Woman’s Home Companion. In| bothered to write, and who will go 


addition, Community hollow-ware 
will be promoted with full pages 
in Glamour, House & Garden, 
House Beautiful, House Beautiful’s 
Guide for Bride and Vogue. The. 
campaigns will be placed through 
Barton, Durstine & Os- 
born, New York. 

A new Mansion House pattern 
of Heirloom sterling silver will be 
introduced in October with ads 


right on assuming that it is waste- 
ful and inefficient for Libby, Mc- 
Neill and Libby to acknowledge 
every entry. 


ABC Promotes 
Lefler and Fernhead 


Wilson Lefler has been ap- 
pointed manager of the service 
and recording department, west- 


in Bride’s Magazine, Harper’s Ba- | ern division of American Broad- 


zaar, House & Garden, House 


Beautiful, House Beautiful’s Guide| and H. G. Fernhead, 


for the Bride, Ladies’ Home Jour- | 
nal, Mademoiselle, Mademoiselle’s | 
Living and Vogue. The agency is | 
J. Walter Thompson Co., New | 
York. 


Kaplan Appointed V.P. 


Sam Kaplan, assistant 
president, has been named a vice- | 
Chicago. 
company for 25 years. 


Los Angeles, 
assistant 
manager. Both appoitments re- 
sulted from the resignation of 
Russell O. Hudson, previously 


casting Company, 


| manager of the department, who 
|has joined Audio & Video Prod- 
| ucts, 
| Manager. 


Inc., New York, as _ sales 


Mr. Lefler had served as assist- 


vice- ant manager of the department 
, : since he left Navy service in Oc- 
president of Zenith Radio Corp., | tober, 


1946. Mr. Fernhead has 


He has been with the | been ABC’s western division pur- 
|chasing agent since October, 1946. 


Collins Miller & 


© Hutchings 


INCORPORATED 
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A million young people 
wilibe better citizens... 


because of a Comics Magazine character! 


(Reprinrep from 
The Saturday Evening Post 
Issue of August 14, 1948.) 


$$ am not avery big girl so had to 
ask my mother what the line from 
the Declaration of Independence 
meant. She said we are all just 
Vlike a bunch of lollipops only some 
of us are different flavors and every 
one knows they are all fine and one is just as 
good as another. With love, Mary (Escanaba, Mich.)°* 
At 5:15 pm five days a week, in millions of 
homes, children listen to the Superman program. 
During the broadcast of January 5th, listeners 
were told about a Hidden Word Contest . . . asked 
to pick from the next five broadcasts five not very 
subtly hidden words which comprised an expression 
in the Declaration of Independence . . . All Men 
Are Created Equal... and to tell in a letter what 
the expression meant to them. A thousand small 
prizes were offered—belts, candy bars, gum, etc. 
Sixty-nine sacks of mail came in the day after 
the Contest opened . . . 941,673 letters in a week, 
... total returns subsequently topped a million! 


The letters came on monogrammed notesheets 
and scraps of scratch paper, from big towns and 
little, from all age groups. Many showed the 
prompting of parents and teachers. 

The letters were stirring evidence that the 
young writers had a true, clear understanding of 
civic equality . . . are less likely to grow up with 
phobias and prejudices which make life harder 
for millions, endanger democratic government. 

And the million letters had been inspired by a 
comics magazine character—Superman! 


$6To me this means that we are all 
equal in the sight of God. It doesn’t 
matter to Him where we were born, or 
what color our skin is. Every child 
should be treated alike regardless of 
color or religion. (North Hills, Pa.)°* 
The instance related is not unique. Superman 
is no novice in good works and causes... has 
aided Government drives for War Bonds, fat 
salvage, waste paper, tin cans, scrap metal... 
helped swell the Hospital Fund of Cleveland, the 
March of Dimes, Advent Boxes of the Episcopal 
Diocese of New York, the Navy literacy program, 


titi NATIONAL COMICS PUBLICATIONS, Inc. 
480 Lexington Avenue, New York City 


assisted in publicizing dental hygiene, books for 
schools and libraries, and fire prevention. 

Comics magazines were first appraised by the 
advertiser, for their juvenile interest and appeal. 

Psychologists later recognized that the comics 
magazines’ combination of picture and text, visual 
and verbal expression, made ideas and information 
easier to absorb. The comics techniques are now 
widely used in teaching, publishing and advertising. 
Some day, most of your children’s textbooks will 
look like the comics magazines. 

But few people, parents in particular, are aware 
of the comics magazines as a major moral force. 


**Alll men are created equal means 
that our colored janitor’s kid has 
as good a chance of being a good 

citizen as I have, and my dad’s 

a preacher. (Huntington, W.Va.)°* 

Morality is simple for the child, becomes more 
complex constantly as the person grows older. 
Precept and practice often contradict. In the 
public press, evil is reported casually with no 
connection between cause and effect apparent. 
While parental censorship in the home may 
keep publications away from the children... it 
invariably fails in keeping children away from 
publications. They find in the homes of others the 
delights denied in their own. 

The comics magazine, because of its young 
audience, must adhere closely to the child’s code 
..distinguishing clearly between right and wrong, 
never leave the issue indoubt. In the conventional 
comics magazine story, the good wins and the bad 
loses; virtue is vindicated and the evil doer 
vanquished—before the story ends. 


In contrast to unregulated reading, the comics 
magazine is a highly salutary recreation. 

Nobody in his right mind regards the comics 
as a substitute for home training or supervised 
education, religious instruction, normal discipline. 

With respect to maladjusted children, deficient 
in natural faculties, education and environment — 
any influence may be unwholesome . . . It is on 
record that Cain killed his brother. And Peter 
Rabbit stole a carrot, if we remember rightly! 


As publishers of one of the largest groups of 
comics magazines, we cannot pretend to defend 
the content of afl comics magazines. But whenever 
the requisite restrictions in publishing for the 
young audience are not closely observed, then the 
magazines warrant criticism. 


$670 me, this means that even 
though I am crippled, I am equal to 
o every one in the U. S. Who knows, I 
may even be president some day like 
Franklin D. Roosevelt who was also 
crippled from polio. (Raleigh, Tenn.)? 
National Comics considers publishing a public 
franchise ... with the corresponding obligation to 
publish nothing harmful to the sensibilities and 
moral values of young readers. 


To safeguard our comics this Company, some 
years ago, established an Editorial Advisory Board 
of competent educators and psychologists. 

The Board worked out a code which is faithfully 
followed by our editors for character, incidents, 
story, and speech. It protects our readers, and has 
not lessened the popularity of our publications. : 

The National Comics Editorial Advisory Board 
consists of: Miss Josette Frank, consultant on 
children’s reading, Child Study Association of 
America; Dr. Lauretta Bender, Associate Professor 
of Psychiatry, New York University; Dr. W. W. 
D. Sones, Professor of Education, University of 
Pittsburgh; and Dr. S. Harcourt Peppard, Acting 
Director Child Guidance Bureau, City of New York. 


LE! © W hile serving overseas inthe Navy 
... 1 saw over twenty different 


races of mankind fighting, eating 
and sleeping side by side, no man 


any better than the other in any 
way... (Washington, D. C.)°? 
Because the comics magazine is so influential 
with children, we urge parents and teachers to 
watch and study those read by their children. 
We invite your inspection of National Comics 
magazines, identifiable by the Superman D-C 
symbol on the corner of the cover. And we welcome 
your comments, critical or otherwise. 
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beverages, home equipment, auto- | year ago. Rinso was second with |  tinettieetnsetinean treet eastern vio catenin 


‘Dispatch’ Issues 
St. Paul Market 
Analysis of “48 


Sr. Paut—The St. Paul Dis- 
patch-Pioneer Press has just pub- 
lished its annual “Consumer 
Analysis of the St. Paul Market,” 
tabulating the buying habits of 
3,000 families representing 2.9% 
of the 105,126 families in this area. 

The study shows brand prefer- 
ences, number of brands _ used, 
number and percentage of buyers 
and non-buyers, and buyers by 
rental groups in such product 
fields as foods, soaps, toiletries, 


| mobiles, 


cigarets and wrist 
watches. All totals are compared 
with those of last yéar’s study. 
The analysis shows that the 
percentage of families purchasing 
groceries from independent stores 
has decreased from 70.5% to 
64.8% since last year, while the 
percentage buying at Klein’s 
stores increased from 14.4% to 
17.7% and at National Tea Com- 
pany stores from 12.7% to 15.4%. 


Oxydol, Ivory Lead 


Leading brand of laundry soap 
was Oxydol, preferred by 26.5% 
—a lead maintained despite a drop 
from 35.8% preferring Oxydol a 


gitaa® 


aeret reas 


‘GEORGE T MOPEWELI, EASTERN REPRESENTATIVE 


BU otis the advertiser more 
for his dollar than any other 


Mig? 
wu 


* 101 PARK AVENUE. NEW YORK 


24.5%, virtually unchanged. In 


soaps for dishes, Ivory led with | 
an eats, 


24.4% preference, 
from 14.9% last year. 
The study showed that 71 381, 
families, or 67.9% 
buy their drugs in independent 
drug stores. 


ment stores, 24.2% at independent 
drug stores and 14.3% at chain 
drug stores. 

In soft drinks, 
were Coca-Cola, 
38%; Seven-Up, 19.6%; 
9.8%; and Pepsi-Cola, 9.3%. Beer 
preferences were Hamm’s, 60.2%; 
Schmidts, 22.9%; and Yoerg’s, 6%. 
Whisky leaders were Seagram’s, 
16.7%, Four Roses, 8.4%; Schen- 
ley, 8.3%; and PM, 8%. 


Beau-Bra Names Lane 


Beau-Bra Foundations, Inc., 
Jersey City, manufacturer of bras- 
sieres and girdles, has placed its 
advertising with Lane Advertising 
Agency, New York. 


ealer Level Advertising 


in the Rural Mid-West 


You can address America’s most responsive agricul- 
tural market—the Mid-West—on a dealer-level basis at a 
cost comparable to daily newspaper advertising. 


It works! 


And in four states at once! 


A plan of 


dealer approach originated by The Weekly Kansas City 
Star operates so cheaply and produces such unfailing sales 
results you owe it to yourself to investigate its possibilities 


in the marketing of your product. 


Write today for The Weekly Star’s “dealer-name 


plan.” 


For cosmetics pur- | 
chases, 48.1% bought at depart- | 


brand leaders | 
preferred by | 
Hire’s, | 


| 
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Vhe Creative Mans Corner 


New York certainly differs from the Midwest. Out in 
these parts when we open a bottle of beer, the cap gets 
dented. Apparently this does not happen in the effete East— 
where, it may be, beer bottles are opened a great deal more 
gently than they are in lusty, brawling Chicago. Perhaps 
the skill that Schaefer’s has never lost is the skill in get- 
ting bottle caps removed without the least indication that 
they have come in contact with physical force. 

Or maybe this is true of all products whose only use is in 
a photographer’s studio. There tennis pants, for example, 
after even a five-set match show not the least wrinkle, the 


least loss of press. Sports shirts undergo the same miracu- 
lous change and become completely immune from wrinkling. 

Another thing that happens in photographers’ studios— 
and even on drawing boards—never fails to impress this 
Corner. He has stacked trays with beer bottles, soda 
bottles and soft drink bottles for many years now, and 
every time the labels face all points of the compass. But 
let a photographer or an artist stack a tray and every time 
all the labels face front—like West Pointers on parade. 

Life, as reflected in the advertising pages, is sure a hell 
of a lot more orderly than this poor, distracted mortal has 
found it—and a hell of a lot less real. And the loss, he 
sincerely believes, is advertising’s. 


LO Oe ee oe ee ee ee ee ee ee ee ee 


Avoset Goes East radio and point-of-sale advertis- 
- ; Avoset Co., San Francisco, pro- | '8, Placed through the San Fran- 
: Learn how to apply to a great agricultural area ducer of sterilized cream said to| cisco office of McCann - Erickson, 


i keep for months, is entering the| Will introduce the product to the 


the same point-of-sales merchandising methods that have Kentucky and Philadelphia mar- | new area, the farthest east it has 
| kets this month. Newspaper, | been distributed. 


proved so effective in metropolitan markets. | 


74% of the readers 
of this publication 


Che Weekly Kansas City Star. 


| | keep a file of 
LARGEST FARM WEEKLY CIRCULATION IN AMERICA | 


their copies. 


441,392 Paid-in-Advance Subscribers 


Write for market data 
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Cc. M. LEMPERLY 
Vice-President and Director of Sales 
THE SHERWIN-WILLIAMS CO. 


In the summer of 1907, C. M. Lemperly 
took a “vacation” job with Sherwin- 
Williams and (with the exception 

of a four-year “hitch” as assistant 
advertising manager of the old 
American Multigraph Sales Co.) has 
been there ever since. For 29 years 

he was advertising manager. In 1943 
he became director of sales, and is 
now vice-president and director of 
the company. He has been prominently 
identified with all S-W advertising 
and sales campaigns and merchandis- 
ing activities, and heads a sales 
organization of over 2,000 sales people. 
Under his guidance the company’s 
sales have set peak records 

year after year. 
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“| READ 
Advertising Age 


VERY THOROUGHLY... 


then I pass it along 
to our 


ADVERTISING DEPARTMENT 


and 
PUBLICITY DEPARTMENT” 


C. M. LEMPERLY SAYS 


‘‘T read Advertising Age to find out what’s going 
on - - Who’s Who, and what their thinking is. 


‘‘T read it very thoroughly, and then I pass 
it along to our Advertising Department and 
Publicity Department. 


‘*Out of it I get information and ideas - - 
particularly on new campaigns, executive 
ideas, new copy themes, results of current 
advertising programs, where and how the big 
companies are spending their advertising 
dollar, current trends in advertising and 
merchandising, ete. I often pass such articles 
to our other officials for special reading. . . 


‘‘T think you’re doing an excellent job.’’ 


en ow O° 
‘eh Se 


- oo 
—= 
——— 
“ 
—_— 


—<—— 


a Be: " yi Ale) af -1 + eee » i ag 
ne ieee ek Mt ee ae pat 55 * oe oe ea 


oie cee SS ae, ee CC a ee een Ee ee i a ee oe ni 
ini. ool Se oe 5 Wee ; Bes. : a Ate i a ae ee ae ieee: ee 
a Be as . W ee hae id 3 ad at Pee my are = ES an nace Eo ime aie Sy ee See OO, . r - 0? ha i ia ° pe. <* e ee hee SO ee" a Pad i ie 
ee a er ee en Se Pe A. toga ioteramn ; ‘ : eye a as Ba Sis on a) ee : ert Ser A are : " ea Be niet ae iy sn I 3 oleh) ers ea aa 
eee UR et Oo ee a ee ae ae BE Min renner t iE ee ide ein +. oe. ee ae eu | get eae nen sie? er lias a ae Rega mae eee 
a: So Ok er ie. P ; Bic wen a, ee Se eae A om i rasa eee eta # “yee ae ke ot Aa a hada tea el ae 5 es. hone ee ph ee Reh oo rie ; = 
i ESS ae, ties MR IR lites odes i 
= 
x... . . 
a, 
“1 1 } : | is 
. 1] ea 
/ pe i] ’ 
j Pe al jee i] p 
eat | “ye 
4 ier Hi il 
/ am ee | I . : * 
. ee < | | e 
j : = a | | | i i 
. a. ‘ 
- = _ | 
i + . || 
ae HH) 
= : ; t | 
ies i | 
S. c ‘ P 
<a ; , 
7 a ee a ‘ 
¥ # % et ad - a 
% / ns) : - ” we 
1 - é —< . | i a 
+3 ae : | " 
'y \ 2 = : | . ~~ 
| : 
me ; } in 
op i. oA 
£ dete i se 
y “a _ . 
2 ere a vai | o 
~ ae ede . is me 
meee, - ‘ 
4 : a 4 Pad 4 
me ioe Sle - 9 
oo oe Pe 5 . 
#9 =a ‘foe > «(ie 
: a 4s = : oe 5 
ae 1 ee 
a ea nae ese Pee ek 
ihe eee wag Mag os Sal oe 
pes 2) eae eens: ne ns 
p VAR 9 ae \ ae i : 
: ee oe ; se : ‘ 
ce a mee eer es eee re, ‘ . 
¥ i‘ . a raph i Abs Saye “6 er 
) | | i ee ; 
‘ 
ee 
‘ 
, 
. 
7 
: ‘ 
4 
: ‘ 
% 
] ie 
| 
} & 
| 
} 
} 
| 7 
| 
| 
i} 
1 . 
Ss | } - 
e 4 
2 
~~ 11] zl 
Hy eo 
rertis- {! E 
1! a 
Fran- | ‘ 
okson, BS: 
0 the i] % 
. 1} oy 
it has HH] Es 
i 1} i 
! ai 
— 1} a 
it el 
—_— a 
SS — ie 
— 
—=— e 
yore 
— ; 
sae wet 
e ge scr St 
" pe peer s. 
cuicnG? 
pusiisneo Vi 
wan 42'S ar : : 
4 onto H — ——T, : 
pee. 1927) ee — a 4 Promotions | 
=e e Se —- 4+ Ge Record Sales | . 
Pasa Kroset emone | ft 
+ == }+ aomra! a erent 
An wl s— 0 Board Boosts npertiad oe 
a ere ~| AP eee ’ . 
oe =< ~ 41 as 
pase = Zone 
important te tmpeéertant sepecere: ‘ 
; oe” ; . ; 
a... = 
om = ee i one | 3 = 
SS eee — 
= ——_- Cred wo = oe = - = = : a 
: 8 stacey Wall —e Se : ag 
SS Ad tipenditere me 2 : a 
® ed = ; or 
oor ~~ 2 a 
my a 
“ae 
. . - aa 
: . : ey: 
Pao RMirsttn oe tet etn fe et een et Pw BR ptt ah De OO wr cm aot, OR om ayes EY aa OBE OR 


n By STANLEY E. COHEN, Washington Editor 


that the restrictions need not re-, 


main indefinitely at the wartime 
levels, Congress felt that stricter 
down payments and 
curbs would siphon off money 


instalment | 


Sawyer managed in an appearance | 
before the Senate banking and) 
currency committee to make the! 
current boom in housing construc- 
tion look ineffective. Though 850,- | 


as durables. 


_ As it stands, 
_month Federal Reserve is expected 


reminded the committee that there 
by early next| were 2,000,000 marriages and 
nearly 4,000,000 new babies. He 


| terms. 


“Regulation W’ Takes Crimp 


from Consumer Durables Copy, Though the home furnishings | automobiles, stoves, dish washers, | 


ables, as the Federal Reserve 
Board exercises authority voted| vious year) 


“Regulation W,” limiting down. prices. 


payments and instalment credit) 


While there was some feeling) 


| to issue rules requiring one-third 


| also pointed out that we built 
|down, and a 15-month limit for 


937,000 homes in 1925, when our 
population was only 116,000,000, 


' WasHincton—It will be more | #%d durable goods industries pro-| jroners, refrigerators, washing ma-| compared with a population of 
e ! difficult soon to put sales “punch” | test@d that they are already in a| chines, air conditioners, radios, | nearly 145,000,000 today. 
" into ads for radios, washing ma-| Period of competitive selling, the | phonographs, 
chines and other consumer dur-| $2,300,000,000 of instalment sales| and vacuum cleaners; and one-| trol of basic materials in the im- 

last year (15% more than the a 
looked to Congress | for house furnishings. These terms|a@ prophecy that there is little 
' during the special congressional) like a highly inflationary source of | may be relaxed if the impact on| prospect of an improved supply 

session for restoration of wartime| “new money” helping to bid up| sales requires it. 


sewing machines! His appeal for more careful con- 


| fifth down, with a 15-month limit} mediate future was coupled with 


and demand situation in iron and 
| steel through fiscal 1950. Many 
Secretary Charles| industries are making little or no 
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This Week 


eC 


he Sunday Star 


Habitat Habit 
(Washington, D. C.) 


Sunday morning. Junior dashes—pianissimo— 
for first crack at Star funnies. Pop leisurely 
drinks in coffee, sports and news at breakfast. 
Mom collects recipes and the low-down on high 

fashion. Sis absorbs Society and This Week. 
Pictorial magazine gets perused by all. . . . 
Certainly, it takes more than features to make 
a paper an indispensable advertising medium. 
The Star has what it takes: dominant circula- 

tion in Metropolitan Washington (80% home 
delivered) , dominant classified lineage, bonus 
Sunday circulation, dominant retail and na- 
tional display. Advertisers who build their 

Washington campaigns around The Star capi- 
talize on a good Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by 
Dan A. Carroii, 110 E. 42Nnp St., NYC 17 
Tue Joun E. Lutz Co., Trisune Tower, Cuicaco 11 


available for nondurables as well! 000 units were built last year, he | 
‘oil and gas pipeline facilities 


‘to get a postwar-sized 


| 


| 
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progress in cutting down their 
backlogs of orders, he said. Among 
those cited were the auto industry, 


| “where the output of 3.2 million 
|cars was barely sufficient to sat- 


isfy the replacement market,” and 
“booked up until 1951-52.” 
ot * x 


Improved supplies of food re- 
main remote, too, the Agriculture 
Department says, despite bright 
crop prospects this year here and 
abroad. Department experts feel 
the situation ought to improve in 
1949, but for the present they see 
little possibility that per capita 
consumption by U. S. civilians 
will equal even last year. Per 
capita consumption remains about 
12% above the average, falling 
below only for canned fish, sweet 
potatoes, butter and perhaps 
shortening and other edible fats 
and oils. 

* * eo 

Under the so-called “free en- 
terprise” housing bill passed by 
the special congressional session, 
Ray Foley, director of the hous- 
ing and home finance agency, is 
paid $16,500 a year, becoming the 
first federal administrative officer 
salary. 
Until Congress gets around to ap- 
proving a badly needed adjust- 
ment for other top bracket fed- 
eral executives, Mr. Foley w 
out-earn cabinet members, who 
draw only $15,000. 

* a * 


The so-called “free enterprise” 


| housing bill reestablishes and ex- 


| tends 


the system of socialized 


| credit by which the public under- 


| making 


writes the risks of rental housing 
and home development. One of 
the depressing facts about the 
housing industry today, despite its 
violent opposition to “socialized” 
public housing, is its eager accep- 
tance of pump priming, in the 
form of credit assistance from the 
government. Another depressing 
fact is that this credit assistance 
is available to competent builders 
and shoe-string operators alike, 
it possible for inexpe- 
rienced and inefficient promoters 
to go into ambitious developments 
with little or no investment. The 
fragile nature of today’s housing 
industry has been demonstrated 
this summer as banks and loan 
companies shut down on builders 
in the absence of federal guaran- 
tees relieving bankers of risks. 
aK * co 


Margarine tax repeal advocates 
are blandly silent about their lack 


| of progress during the special con- 


gressional session. Apparently 
confident of victory early next 
year, they quietly filed an expense 
account, showing over $300,000 
spent during six months of 1948 
by the National Association of 
Margarine Manufacturers through 
Leo Burnett. Their foes spent 
$128,590 through the National Co- 
operative Milk Producers Founda- 
tion. A “big money” lobby fight 
on both sides. 
% * * 

FTC dismissed a “Birmingham 

plus” basing point price case in- 


| volving the Cast Iron Soil Pipe 


| Association and 35 companies— 


but the action is not likely to add 
much light to the debates over 
basing point pricing. The case was 
closed after FTC staff members 


/had discovered that the associa- 


} 


| 


' rector of Nachman-Rhodes, 


tion and many of its members 
have gone out of business since 
the action was initiated over 11 
years ago. 


Joins Nachman-Rhodes 
Marvin E. Longton, formerly art 
director of Foote, Cone & Belding 
and Burton Browne Advertising, 
Chicago, has been named art di- 
Inc., 
Augusta, Ga. 


Chadwick Joins ‘Life’ 
Arthur H. .Chadwick, formerly 
on the eastern sales staff of Wom- 


|an’s Home Companion, has joined 


' the New York sales staff of Life. 


DA 


a. ieee eee ee . so Ve ee ee ee 
. < ie ti Pre ea on ae i: a ee ie Oe ma : “a om ie os ae ; on eed Ua Bes | ao ( a? iat a Oe ae a a : _ ee a “=e — oe a ae idea! 
i ay amine bien is.) 63. da 7s coal “a ae 9 es oi Ce ee ee Rehan ® F = mM ada Sees ae ar? eee hee rcs Te : ies “Sigee ees ait se Se ee eee peer iptene: q et Be eo 
= ra a 7 ae a re ae a eae jes ai i Z a ce he ns ile a a pee + e oe ae es a Bete . a © ee ea . ny a ee ae — if See ate B ae ae ie rear 
si A 20 ee A 
u 
e ‘ 4 Le 7 
“ Lhivs W. . - 
a z if Wi 7. 0 an 
z =e ff ; ee f Hh : = }. 
a : -= Age ghlieons , iW - os A lashington me oe = a re 
; ‘. tic 
a w! 
vi 
| 
| ac 
Cc 
of 
Cl 
K’ 
(c 
be 
en 
Td sa’ 
es =| fili 
’ ne SSS Wi 
Ww) 
we 
TV 
re W: 
3 ; 
et ; ' sta 
— >. | ques 7 
; ? . 5% 19 
ge. . by 
Ai OF a S " 
“ 4 »: 7 
, e a 4 : 
; oat? ’ ge the va ; : } 4 net 
. / Se eae | \7_4 | Cle 
Fe for 
- 
F tut reg 
, eril 
Po > ‘ 
A ir Fy C . 
r. — ie il 2 A mA. ‘“f\\e F 
er ‘ Se ia \\ oy, i ie 
Fe — ST a ae Ge A on 
7 a roe see | con 
a WASHING TOP zit j 
, poiegger ae inc] 
= px TORIM. 
The Sunday wat Be Jou 
4 bi ) : Rind ae “ . 4% ~ A 4 €) Dai 
— os re 
———ti(i—CN pgs eye 
| , = Pit a 
Se 
AOI to 
2 seman: | 
7 | er mre ingt 
file ; ’ Bee fil 
ie / GG . ilec 
—* ancenous .Y. “ whi 
; Le nares { app 
; wn fy of | 
= : ys, Tim 
e Ks i = 
5 ; oe , ceil. 
: es - be sion 
ss ) ¥. wha 
5 ny “ and 
on Ss oe ant a ee 1 \ Cc 
. atst -*) Yor! 
| : uw ae tele 
7 ; . ae maga = 4 se } 
y , a\et a! 
; gant : | 
ul ray % | 
a * <r > 
i ae ue aa a | 
a wat S* ~~” ’ * | 
: act on™ ove Y oe \ | 
. “ oft we 7 | 
" ret ~ 7 
Fe , ot 7 | 
4 F ne - aut , sad d 
* ‘ il ow - * - | 
\ ge ¥ wy “ ~* - Sod ee . 
i we “ a A * 
: da ala ae * i 
3 Tye BU" = com, RO 
: —_ : aoa 
| ’ , oar = pO 
‘ Gunes “ ee MC 
eno” Pert ak on whe Ms o ry 
pactian 5 Vr g Edson eo NCO , we 
Tron” ae Congre™ ind ya 77 7y- EA 
F sin VF en a . 4 
| pga Oars Bs AYE. Mo 
—> 
, . ~ es oss = The 
pat in — Rete 
| . <Q ee Mar 
=A 4 - ed 
Wm Sere NB a ee 
as - 
\ | a | 
oa ’ -F 
| | pe 
if | 
‘ mz 
ee 
Prey ee ; d * i etek ace ee ee Neg ye oe ee eee eee we Sy eI re Mn ade Sy a IT CRUSE LOLES pia ee 2 gio Sey Oe Ree Mee tae gh Ng Be de eee RS eS le ¥ Piet gone te a oid elles aire hae ak Ohi to eet er eee 
SF oh aa ae LEE Be I ME LITRE ANCIAL OS Te RE ET REN A RI EPO oe ath Or cag eI LENCE eee eg MG ARIRE ey iting AES ks cick 2 ast MEER Jee tea og Fa Ue 3 RaSh ERB Ohy a hnge 38 


, 1948 


their 
lmong 
lustry, 
nillion 
o sat- 
,”’ and 
rilities 


md re- 
ulture 
bright 
‘e and 
s feel 
ove in 
ey see 
capita 
vilians 

Per 
about 
falling 
sweet 
haps 
e fats 


e en- 
ed by 
ession, 
hous- 
icy, is 
ig the 
officer 
salary. 
to ap- 
djust- 
t fed- 
r Ww 
who 


prise” 
id ex- 
alized 
inder- 
ousing 
ne of 
it the 
lite its 
lized”’ 
accep- 
n the 
mm the 
essing 
stance 
1ilders 
alike, 
lexpe- 
noters 
ments 
The 
ousing 
trated 
i loan 
1ilders 
laran- 
‘ks. 


ocates 
ir lack 
11 con- 
rently 

next 
<pense 
00,000 
f 1948 
on of 
1rough 
spent 
al Co- 
yunda- 
y fight 


ngham 
se in- 
| Pipe 
inies— 
to add 
; over 
se was 
*mbers 
ssocia- 
‘mbers 
, since 
ver 11 


es 

rly art 
elding 
‘tising, 
art di- 
, Ine., 


; 


rmerly 
Wom- 
joined 
f Life. 


Advertising Age, August 16, 1948 


CBS-TV to Cover 
80 Cities by ‘52, 
Akerberg Asserts 


New York—More than 80 sta- 
tions throughout the United States 
will be served by the CBS tele- 
vision network by the end of 1951, 


according to Herbert V. Akerberg, 


Columbia vice-president in charge 
of station relations. 

WSPD-TV, Toledo; WEWS, 
Cleveland; WAGA-TV, Atlanta: 
KTTV, Los Angeles, and Detroit 
(call letters to be assigned) will 
be carrying CBS programs by the 
end of the year, Mr. Akerberg 
said. 


The network already serves af- | 


filiates WCBS-TV, New York; 
WCAU -TV, Philadelphia, and 
WMAR-TV, Baltimore, and has 
working agreements with WNAC- 
TV, Boston, and WMAD-TYV, 
Washington. 

Mr. Akerberg expects 25 more 
stations to join the network in 
1949, 36 the following year and 
19 in 1951. Stations not connected 
by coaxial cable or microwave 
will be serviced by films. 

The eastern seaboard coaxial 
network will be connected with 
Cleveland, Toledo and Detroit be- 
fore the end of this year and will 
be joined early next year with a 
regional microwave network cov- 
ering Indianapolis, Louisville, 
Cincinnati, Dayton and Columbus. 

Newspapers will play an impor- 
tant role in Columbia’s television 
expansion. Most of the stations 
on the regional network will be 
controlled by dailies in the areas, 


including the Louisville Courier- | 


Journal, Cincinnati Times - Star, 
Dayton News, Columbus Dispatch 
and Ohio State Journal and Cleve- 


land Press. In addition the Wash- 


ington Post has made application 
to purchase 55% of CBS’ Wash- 


ington station, WTOP, and has | 


filed for a television license. Mean- 
while, the network has asked FCC 
approval of its acquisition of 49% 
of the stock of the Los Angeles 
Times television station. 

“This by no means represents a 
ceiling on CBS network expan- 
sion,’ Mr. Akerberg said. “It is 


what we can now look at in black 


and white.” 

Columbia, which owns its New 
York station, has applications for 
television stations pending in Bos- 
ton, Chicago and San Francisco. 


AM< 5.000w.,1420Ke. 
FM 47 kw., 103.7 me. 
C.P. 22.9 Kw. vis- 
TV vol and aaeen, 
Channel 5 
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DAVENPORT 

ROCK ISLAND 
MOLINE | 
EAST wnndaront 
MOLINE 


The 40th 
Retail 
Market 
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s LOuls 
e 


BASIC NBC Affiliate 
DAVENPORT,IOWA |. 


National Representatives 


Free & Peters, Inc. 
| 


| To Weiss & Geller Cooke Signs Two 


John D. Michel, who formerly Donald Cooke, Inc., New York, : 


handled sales development and|has been appointed to represent : TH 
product development work for the}; WXRA, Buffalo, and WUSN, : E 


iii thie eee Pee eee eee ee eee eee ee eee 


LETTERS, BULLETINS and DIRECT MAIL 


plastics division of General Amer-| Charleston, S. C. WXRA operates : 
ican Transportation Corp., has | on 1,000 watts and WUSN, on 250 : MATTER—WRITTEN, PRODUCED, 
joined Weiss & Geller, Chicago) watts. z + 
agency. ees : PACKAGE ADDRESSOGRAPHED & MAILED 
| , , | Seiler to Clements : Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. 
Appoints Dillon | Karl Seiler & Sons, Philadelphia : 20 years of dignified, reliable service. 
L. J. Dillon Co., publishers’| meat packer, has placed its ad- |: 
representative, has been named|vertising with Clements Co., : LETTERC RAFT aan a onlay mandy "aa comin er. 
/eastern representative of Resort| Philadelphia. Newspapers, car 
Management, Milwaukee. ‘cards and television will be used. 
| 
| 
| 
| . 
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EVERY SHOT CALLS FOR SKILL 
— but the ones at the green take precision / 


A pitch and a putt—they make par out of bogies, sometimes “birds” out of par; and man, how they 
rate when the pay-off comes at the nineteenth! . . . It's the same kind of set-up in the engraving 
business . . . For months many a production manager will sail along, meeting closing dates like a 
breeze ... Then all of a sudden somebody dreams up a new idea, and a dead line with ‘‘exten- 
sion” is right on top of him. . . Plenty of these production men in agencies handling some of the 
country’s largest accounts have never added a gray hair in such emergencies . . . They know that 
where they buy their photo-engravings—at ROGERS—the ‘‘short” shots are just as accurate under 
pressure, just as sure to be “right the first time,” just as true to “par” in craftsmanship, as is their 
normal performance month after month, all year through. Perhaps you are—or will be, a member 


of this ‘twosome.” 


ENGRAVING COMPANY 
Master Craftsmen of Photo - Engraving 


AOOQOCPH FF. EYVUECHELE ° ° ° President 


2001 CALUMET AVENUE - CAL. 4137 - CHICAGO 16, ILLINOIS 
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General Detroit Names 3 | 


General Detroit Corp., maker of | 
portable fire extinguishers and 
motorized fire apparatus, has an- 
nounced the following new ap- 
pointments: E. A. Warren, for- 
merly vice-president in charge of 
sales, executive vice - president; 
A. B. Seigfreid, formerly sales 
manager of the fire truck division, 
vice-president in charge of man- 
ufacturing, and Preston W. Wolf, 
formerly assistant to the vice- 
president, assistant general sales 
manager. 


Joins Display Corp. | 

H. Everett Hougen, formerly | 
Detroit manager of Esquire, has 
joined the Chicago sales staff of 
Display Corp. 


Addressed, gummed, perforated labels 
6,000 TAXICAB FLEET OPERATIONS 
9%4% accurate. $7 per 1,000. 

Sample 1,000 $12. 

25% with order. Balance C.O.D. 

The Taxicab Operator Magazine 

1737 Howard St., Chicago 26, Ill. 
AMBassador 1319 


Glass Container 
Drive Keys Wide 
Marketing Plan 


(Continued from Page 1) 

of the findings of an $11,000 re- 
search job undertaken for Owens- 
Illinois Glass by Elmo Roper. 
_ Working in the Los Angeles mar- 
|ket, the research company found 
that 46% of beer buyers purchased 
returnable bottles; 37% cans; 17% 
one-way bottles. Asked how they 
would like to buy beer, 20% would 
buy returnables; 42% would buy 
cans; 33.6% picked one-way 
bottles. 

These figures are used by the 
institute to answer an old brew- 
ing plaint—“if we could get all 
the cans we could use, we’d double 
our sales.” 

In addition, the institute says 


'one-way bottle: 


two factors work in favor of the 
many people 
think beer tastes better from 
bottles, and bottles are cheaper 
than cans. 

The West Coast supermarket 
operators are eager for the one-| 
way bottle, according to institute 
information, and operators are 
conscious of the 30 handlings of 
a bottle from brewer to consumer | 
to brewer, and the 11 cents a case | 
it costs the operator to move the 
bottles through his store. 


Retailers Get Full Story 


The institute line to the retailers 
hits three facts: the one-way 
bottle speeds free store traffic, 
cleans up the trouble with de- 
posits and returns; offers him sales 
increases in the beverage section; 
adds reputation with brand mer- 
chandise. 

The advertising is tentatively 
figured to reach 816 cities of more 
than 10,000 population. In addi- 
tion to the American Weekly and 
newspaper supplement part of the 


to sell all idea in the home goods 


industry, you must present it where the industry 
goes for its ideas . 


Counselling 8199 management executives and 


buyers in furniture and home furnishings 
stores that do 85.4% of the total industry volume 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 


ASSOCIATION °« 


666 LAKE SHORE DRIVE 


ee CHICAGO 11 


hippest NEWS since Paar was Ete! 
NO Glass Beer and Ale Bottles 


KICKOFF—This is the first ad for the 
Glass Container Manufacturers Insti- 
tute. It will run in 22 markets in news- 
paper magazine sections, with spot 
radio in some places. It begins a three- 
year drive for the institute. Foote, 
Cone & Belding is the agency. 


campaign, the institute is pre- 
pared to offer newspaper and spot 
radio support to brewers “in pro- 
portion to what he offers to us.” 
Trade paper campaigns are also 
being lined up, and the institute 
has a wide list of dealer aids 
which brewers are urged to buy 
from their glass supplier, and re- 
tailers are urged to obtain from 
their brewer. 


Other Fields to Come 


Over-all, the three-year drive 
calls for spending more than $1,- 
000,000 each year. Introductory 
copy to consumers hits hard on 
bottled advantages — “full flavor, 
costs less, no deposit’—the sav- 
ings of glass over tin, and displays 
the short one-way bottle in a 
variety of settings. There is a 
taller one-way bottle, and it is in 
use in some places, but the short 
bottle gets current promotion. 

While the beer drive goes foam- 


are surveying the milk field, 
which will probably be next on 
the promotion list, but probably 
not in 1948. Later, too, will come 
the grocery products lines. 

Foote, Cone & Belding is the 
agency. 


KFI-TV Appoints Two 

KFI-TV, Los Angeles, has ap- 
pointed Kenneth Higgins televi- 
sion director and Robert Living- 
ston director of remote program- 
ming. Mr. Higgins has been with 
KFI since 1940 and was a writer- 
producer when promoted. His 
| Previous duties will be handled by 
|Les Barry, formerly announcer- 
producer at WBEN, Buffalo. Mr. 
‘Livingston has been a free lance 
‘director and producer in both tele- 
‘vision and radio. 


| Jackson Advanced 


| Frederick L. Jackson has been 
big from assistant manager 
of publicity and promotion of | 
'Grinnell Co., Providence, R. I., to 
| publicity and promotion manager. 


ing along, institute research teams | 
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Reliance Plans 
Back-to-School 
Boys’ Wear Push 


Cuicaco—Reliance Mfg. Co. has 
scheduled five column full black- 
and-white ads in newspapers in 
23 major markets beginning Aug. 
27, in one of the largest promo- 
tions ever set for boys’ clothing. 

The drive will be hooked to a 
“back-to-school” theme, and the 
company already has signed with 
1,150 merchants for local partici- 
pation promotions. 

Copy features a contest with 665 
prizes, including 15 wire record- 
ers, 150 phonographs and 500 rec- 
ord albums, for the best last line 
to a jingle underlining the merits 
of Reliance boys’ wear. 

Four-color spreads also are 
scheduled in the Harvey Comics 
Group, plus two-thirds page, 
black-and-white copy in the Sep- 
tember issues of Good Housekeep- 
ing and Boys’ Life. 

The majority of the newspaper 
advertisements will carry dealer 
listings. Display cards, mats and 
contest cards, all prepared by 
Ruthrauff & Ryan, will support 
the campaign. 


Canadian Admen 
Explain Import 
Ban in Releases 


Toronto—House organ editors 
in the United States recently re- 
ceived a four-part package from 
the public relations committee of 
the Association of Canadian Ad- 
vertisers explaining Canada’s ban 
on imports and the need for con- 
serving American dollars. 

Over 400 American companies 
with interests in Canadian busi- 
ness were sent the packets. Photos 
of Barbara Ann Scott, Canadian 
figure skating champion, accom- 
panied the releases, with copy 
leading coyly from figure skating 
to “figures in finance.” 

D. O. Durkin, whose committee 


tackled the assignment at the 
| suggestion of the Bank of Canada, 
‘indicated that additional public 
|relations material wiil be shipped 
ito the U. S. this fall. 


AMA Names Malcolmson 


J. D. Malcolmson, technical ad- 
viser of the Robert Gair Co., New 
York, has been named to succeed 
the late Edgerton A. Throckmor- 
'ton, president of Container Lab- 
‘oratories, Inc., Chicago, as a direc- 
tor and vice-president of the 
American Management Associa- 
tion in charge of the packaging 
division. Mr. Malcolmson will as- 
sume direction of the association’s 
| publications, research and confer- 
|ences sponsored by the packaging 
division. 


WDEF Names Branham 


WDEF, Chattanooga, has ap- 
| pointed the Branham Co. as its 
| national representative. 


Yes! For almost a 
entertainment and 


joining states. 


FARM STATION? 


planned for farmers in Kansas and ad- 


quarter-century our 
services have been 


TheVoiceosKansas 
in TOPEKA 
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Ca CIRCULATION INCREASE : 
‘omics 
page SINCE V-J DAY 
. Sep- 
—_ This large increase in circulation—from 
ond 200,000 to 350,000—has been accomplished 
A without the use of premiums or any form 
atom of field selling. It has been accomplished 
primarily by direct-mail-to-publisher. j 
> 
= It means that the readers themselves 
: have selected this magazine. They have 
—_ discovered that only in . 
oe “U.S. News & World Report” ; 
/ 
yon do they get useful and usable news, : 
— authentic and conveniently organ- 
panies ized . . . Subscriptions represent 
— 91% of the total circulation— 
— 9% newstand sales. ' 
copy 
cating * 
mittee The 75% circulation increase 
hg is complete proof that, like a 
public magnet, 
apoee “U.S. News & World Report” 
attracts and holds an ever- 
nson increasing audience of im- 
_" ~ portant people through 
icceed the uniquity of its theme 
«kmor- ss 
Lab- . »» Unique, because no- 
-< where else do the im- 
oe portant people of the 
eho country get the serv- } 
onfer- ice rendered by this 
caging P . 
unique magazine. 
1m 
Ss ap- 
as its 


Advertising revenues for 1948 are running 15 per cent ahead of last year. 


U.S. News & World Report 


WASHINGTON 


Circulation Guarantee 350,000 
plus a substantial bonus well in excess of guarantee 


, 


Just released: America’s Top Business Executives Report on the Usefulness of the Management Magazines They Receive. Copies available upon request 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


(“Knowledge is Power’) 
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~ Florists Hit PR 


- 


Jackpot — Plan 
fo Do It Again 


Cuicaco — Publicity techniques 
and results came in for a heavy 
share of the discussion at the 64th 
annual convention of the Society | 
of American Florists here the first 
week in August. 

One large meeting room used by | 
the group was covered from top| 
to bottom with newspaper clip-| 
pings on the 1947 National Flower 
Week — clippings from all 48 
states, Alaska and Hawaii. 

Other displays in the foyer told 
of the results of the society’s sub- 
sidiary promotions—one for boost- 
ing indoor plantings, where little | 
sun is available, and another for | 
making informal summer clothes | 
formal through the addition of | 
unusual corsages. 

The Society of American Flor- | 
ists, oldest of the floral industry | 
associations, represents the ma-| 
jority of retailers either directly 
or through affiliated societies, as 
well as wholesalers, growers and 
allied groups. 


Plan Flower Week 


Principal objective of the so- 
ciety’s public relations program, 
conducted by Bozell & Jacobs, is 
the education of the public to the 
multitudinous uses for flowers. To 
that end, the counsel has prepared | 
a kit for use by local florists and 
floral groups to assist in the pro- 
motion of the society’s one big 
event, National Flower Week, 
scheduled this year for Nov. 7-14. 

In describing the publicity kit, 
frequent reference was made to 
last year’s record, when the flo- 
rists adopted their own slogan of 
“Say it With Flowers” to the ex- 
tent of giving away $250,000 worth 
of flowers to hospitals, churches 
and public buildings. 

Buttressed by a discourse on the 
finesse of “newspaper contacts,” 
the members were encouraged to 
cooperate with their state flower 
week committees—45 already have 
been organized — and with local 
civic groups to sell the long-term 
advantages of floral giving. 


Plug Indoor Planting 


Society members also heard of 
the results of the indoor planting 
campaign which was begun early 


Full color labels 
lithographed 
by Philipp 
will help sell 


: your product 


hilipp 


2 ag 


1422 WN. 4th ST. MILWAUKEE 12, wis 
PHONE - MARQUETTE 86-2446 


this year. Using the fact that 
there are some 100 or more plants 
suitable for planting under con- 
ditions of little light, the public 
relations staff succeeded in placing 
or cooperating in the placement of 
articles on the subject in over 40 
national magazines. 

Treatment emphasized the use 
of the plants in glass blocks, back- 
drops, mirror decorations and 


ican Public Relations Association 
for the use of radio in the promo- 
tion of flower week (it received a 
mention on 27 network shows and 
over 3,000 local programs) a bas- 
ketful of clippings, and concrete 
results to show for their efforts, 
the florists are looking forward to 
an even more successful promo- 
tion this year. 


other locations which would assist Harvey Named V.P. 


in modernizing old buildings. 
With an award from the Amer- 


Phil S. Harvey has been named | 


vice-president in charge of adver- 


to the Guaranty building. 


Clark Joins B.V.D. 


tising and sales for C & D Bat-| Agency, New. York, has been ap- 
teries, Inc., Conshohocken, Pa. The} pointed executive assistant to the 
company was formerly Carlile &| president of the B. V. D. Corpora- 


tion, New York, which he will 


Doughty, Inc. 
: join on Sept. 1. 


Saas Agency Moves 


G. A. Saas & Co., Indianapolis DeVaun Rejoins Hoffman 


agency, has moved its offices 
from the Hume Mansur building J. D. DeVaun, formerly director 
_of agricultural copy of Triangle 
Advertising Agency, Chicago, has 
| rejoined William Hoffman & As- 
| sociates, Chicago, as account ex- 
J. Craig Clark, former account| ecutive, a position he held with 

executive of Grey Advertising| Hoffman from 1943 to 1945. 


@ 


Reach t 


% That means ANYTHING from shirts to shave 


cream... 


moccasins to motor boats... bus trips to 


bowling balls... cigars, photo film, wire recorders, 
topcoats, luggage, sunglasses, hair tonic, lawn sprinklers, 
binoculars—a list without end. 

More than ONE MILLION circulation 

. +. More than 412 MILLION male readers 
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Advertising Age, August 16, 


Flannery Joins Ludgin 


Virginia Flannery, formerly on 
the copy staff of Stubbs & Mont- 
gomery, Chicago, has joined the 
copy staff of Earle Ludgin & Co., 
Chicago. 


To Marks Associates 


Marks Associates, New York, 
has been named by Leselle Inter- 
national Corporation, New York, 
exporter and importer, to handle 
the domestic and foreign news- 
paper and trade publication ad- 


|ager of Photoplay. 


vertising for the company’s line 
of machinery, cotton yarns, chem- 


icals, watches and 


clocks. 


foodstuffs, 


Neben Promoted 


Jacqueline Neben, who has been 
with Macfadden Publications, New 
York, for the past six years, has 
been appointed promotion man- 
Prior to her 
promotion Miss Neben was a copy- 
writer and assistant to Herbert G. 
Drake, Macfadden’s director of 
promotion. 


Elgin Plans 
Largest Fall 
Ad Campaign 


E.cin, Itt.—The Elgin National 
Watch Company announced last 
week that it will begin the largest 
fall campaign in the company’s 
history in October. 

Magazines, newspapers and net- 
work radio will be used for the 
company’s Lord and Lady Elgin 


and the Elgin De Luxe watches. 
Trade publications also will be 
used. 


Renews Two-Hour Shows 


A four-color spread and black- 
and-white full pages will appear 
in Life from October to Decem- 
ber. Four-color and black-and- 
white pages will run in The 
American Weekly, Collier’s, 
Ebony, Esquire, Look, National 
Geographic, New York Times 
Magazine, The Saturday Evening 


Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the RM.Mind—read ads deliberately. 


| 


Post, Seventeen and True Story. 

On Thanksgiving and Christ- 
mas, Elgin will again sponsor the 
“Two Hours of Stars” radio 
shows, which have moved from 
CBS to NBC. The shows bring 
together top radio and film talent 
on these two holidays. 

Dealer support will include 25 
dealer ads, in addition to post 
cards, mailers, transcriptions, 
scotch tape, matchbooks and car 
cards. ’ 

J. Walter Thompson Company, 
Chicago, is the agency. 


‘Bruck Reappointed 


Bowman Gum, Inc., Philadel- 
phia, maker of Bub, Blony, Play 
Ball and Touchdown bubble gum 
and Warren’s chewing gum, has 
| reappointed Franklin Bruck Ad- 
| vertising Corporation, New York, 
to handle its advertising. The = 
| Bruck agency previously handled 
| the account up to January, 1947, 
and Foote, Cone & Belding has 
| placed Bowman advertising since 
| then. 


-*» 


They tell me it’s true — 


The past year The Nation’s 
Agriculture received 49,580 re- 
quests for dress and needle- 
craft patterns. 


Now if I were a smart adver- 
tiser I'd analyze that. 


Nation’s Agriculture circula- 
tion has been going up fast. It 
now reaches 1,275,491 farm fam- 
ilies — and that includes over a 


million top farm women... 
wives of America’s rural leaders. 


If you want to reach this 
Influential Million farm families 
—just write George Chatfield of 


The Nation's 
AGRICULTURE 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
109 North Wabash Ave., Chicago, Ill. 
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Financial Admen 
Schedule PR Course 


The Financial Public Relations 
Association, in connection with 
the School of Commerce, North- 
western University, will hold the 
first year session of its two-year 
school of financial public relations 
on the university’s Chicago cam- 
pus, Aug. 16-28. The complete 
course includes two annual sum- 
mer sessions of two weeks each, 
plus six extension problems and a 
thesis or project. 

Enrollment for the first residen* 
session has been limited to 50 stu- 
dents whose major responsibilities, 


in their respective banks, are ad-| 


vertising and public relations. 


Promotes Barbara Keane 


Barbara Keane has been pro- 
moted from assistant radio direc- 
tor to radio director of Alley & 
Richards, Boston. 


Boston Agency Moves 

Albert Frank-Guenther Law, 
Inc., Boston, has moved to larger 
offices on the sixth floor of 10 Post 
Office Sq. 
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STANDARD PRESSED STEEL CO. 


| 
| 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted. . . 
with your name or trade 
mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments. also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


JENKINTOWN, PA. Box 


‘Happy Marriage’ 
Latest Magazine 
Spawned by Radio 


| Los AnGeLtes—Early this fall 
| John Masterson, John Reddy, and 
| John Nelson, owners of the ABC 
|show “Bride and Groom,” will 
\launch a new monthly magazine, 
|Happy Marriage, The Bride and 
Groom Magazine, in cooperation 
with Farrell Publishing Corp., 
New York. Farrell also publishes 
Tom Breneman’s Magazine, The 
|Woman, and Everybody’s Digest. 
| The new publication will follow 
| the formula of the show and be 
| designed to appeal to young 
| housewives. Idea for the maga- 
| zine originated with Masterson, 
who also conceived the Brene- 
man magazine, and is manager of 
the “Breakfast in Hollywood” 
show. It is hoped to duplicate the 
progress of the Breneman maga- 
zine which now has an average 
'sale of 500,000 after six months on 
the stands. 

Basic difference in the two pub- 
lications is in age groups, with the 
Breneman magazine slanted to 
“mature women” and Happy Mar- 
riage to a younger group. Tenta- 
tive editorial lineup of the new 
publication calls for one-sixth of 
the content to relate to the “Bride 
and Groom” show, with the re- 


of general interest to young home- 
makers. 
| Plan $50,000 Contest 


The publication will be an- 
j/nounced with a $50,000 contest. 
/Owners and the publishers will 


each put up half the prize money. | 
an article appearing in the July- | 


Details of the contest will be made 
public after legal aspects have 
been cleared through the Ameri- 
can Broadcasting Company and 
'the show’s sponsor. 

Ralph Hunter, West Coast head 
of Farrell Publishing Co. will be 
editor of the magazine. Caroline 
Rogers will be West Coast editor 
reporting to Mr. Hunter. The first 
print order is for 500,000 and it is 
expected the circulation guarantee 
will be in the neighbornood of 
350,000. 

Advertising rates are: black and 
white, full page $375, half page 
$200, agate line $2.40; two color, 
full page $450, half page $237.50. 
Discounts are 5% for six inser- 
tions in a 12-month period, and 
10% for 12 consecutive insertions. 


Fred Waring Show 
Is Sold Out 


S. C. Johnson & Son, through 
Needham, Louis & Brorby, Chi- 
cago, will sponsor the Fred War- 
ing morning program on Mondays 
and Wednesdays starting Oct. 4 
over NBC and CBC. The maker 
of Johnson’s wax currently is 
carrying the Waring daytime pro- 
gram two days a week as a sum- 
mer series. 

The American Meat Institute 
sponsors Waring on Tuesdays and 
Thursdays and the Minnesota Val- 
ley Canning Company on Fridays. 
In addition, the orchestra leader 
now stars in an evening half hour 
broadcast for General Electric 
Company. 


Two Join Knox Agency 

Benton Ferguson and _ Larry 
Cotton, both formerly with Erwin, 
Wasey & Co. of the South, Okla- 
homa City, have been named to 
management positions with George 
Knox, Advertising, Oklahoma 
City. 


BMC Appoints Ward 


BMC Mfg. Corporation, Bing- 
hamton, N. Y., maker of hand 
tools, scissors and toys, has placed 
its advertising with Taylor Ward, 
Inc., Ithaca. Magazines and busi- 
ness papers will be used. 


|reads Life or The Saturday Eve- 


COOLER—Snow base, glass and sipper of plastic, umbrella and lemon of card- 

board, “ice” made of crumpled cellophane and a bottle of the real thing make 

up this summer back bar display for Hiram Walker's gin. The unit was created 
for Hiram Walker & Sons, Peoria, by Thomas A. Schutz Co., Chicago. 


Saugus D, Its 


CFCF Names McGannon 

Peggy McGannon, formerly with 
CFAC, Calgary, Alta., and CKRC, 
Winnipeg, Man., has been named 
Montreal sales representative of 
Station CFCF, Montreal. 


Bonfoey Named V.P. 


Laurence L. Bonfoey, formerly 
with Kathryn, Inc., has been ap- 
pointed vice-president in charge 


a0 ‘ & Y AGE, 


of sales of Helen Ayars Company, 
St. Louis. 


Mullinix Joins ‘E&P’ 


Harry B. Mullinix, formerly on 
the sales staff of Esquire, has 
joined the advertising department 
of Editor & Publisher, New York. 


To O'Mara & Ormsbee 


| O’Mara & Ormsbee, Inc., news- 
paper representative, has been ap- 
pointed to represent the Salt Lake 
City Tribune and Telegram. 


Send layout for scientific 


e travel 
eye pt 
test your SST aaiL 


ads before tells you the seeing 


order in which your 


|urday Evening Post isn’t local ad- 
| vertising, then “provide yourself 


mainder to be fiction and articles | 402€" customers from your own 


Shell Magazine 
Campaign Called 
Local in Effect 


New York—If you think that 
advertising in Life and The Sat- 


with a dozen nickels—call up any 


files; ask each one whether he 


ning Post—or both.” 

The above statement is the an- | 
swer D. C. Marschner, manager | 
of sales promotion and advertis- | 
ing of Shell Oil Company, gives 
to a complaining Shell dealer in | 


August issue of “Shell Progress.” | 

The dealer questioned a Shell | 
advertisement featuring a picture | 
of carrots. “Are we selling car- 
rots—or gasoline?” he asked. The 
ad told how Shell agricultural | 
laboratories developed weed-kill- | 
ing sprays and finished up by say- 
ing that this development is only | 
one research achievement by 
which “Shell demonstrates lead- | 
ership in the petroleum industry.” 


Among Best Read 


“Since 1941 the Shell research 
advertisements—a ppearing in 
America’s greatest magazines at 
least 13 times a year—have been 
telling the story of Shell research,” 
Mr. Marschner explains in his 
story. “These fuli-page four-color | 
advertisements are prepared by 
the world’s largest advertising 
agency,” he writes, referring to 
the J. Walter Thompson Company. 

“Readership survey reports 
show that Shell’s advertisements 
in The Saturday Evening Post 
were among the top 12% in pub- 
lic attention in 1947; one of them 
was in the top 5%, and another in 
the top 4%.” 

“You know the kind of people 
who read Life and The Saturday 
Evening Post,’ writes Mr. Marsch- 
ner. “They’re the kind of people 
you have for customers; the kind 
of people you want for customers. 
Through these two magazines, 
every Shell research advertise- 
ment goes into 9,000,000 homes, 
before some 33,000,000 readers. 
That’s volume!” But, warns Mr. 
Marschner, “don’t expect Shell’s 
advertising to bring a customer 
right into your station. Your own 
local advertising, the appearance 
of your station, your reputation 
in the community and the kind of 
service you offer—those are the 
tools for that job.” 


Joins Gartield & Guild 


Keith Babcock, formerly man- | 
ager of the San Francisco office of | 
Biow Company, has joined Gar- | 


ifield & Guild, San Francisco, as 
|account executive. 


they run 


ads will be read. 
VISIONEERING CO., 2675 So. Lafayette, Denver 


SERUICE. @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
. at a sacri- 
. is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 


work through to meet a deadline . . 
fice of quality . . 


(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 


is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples ofwork. TRY US. Phone—Whitehall 2300. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
400 N. RUSH STREET * CHICAGO 11 * WHITEHALL 2300 


DAY AND NIGHT SERVICE 
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Advertising Age, August 16, 1948 
sold his stock interest in Reynolds 


Champion Issues To McCann-Erickson Pen to Milton Reynolds, co-found- 


‘. Cubaradio Internacional (Radio er of the company. 
Book on Planning 


Corporation of Cuba), Havana, 
Annual Reports 


|has appointed McCann - Erickson, | 
|Havana, to handle its advertising. | Ferguson Names Four 
HaMILton, O.—The third vol- | am 
ume in the “Stet” library of edi- Rex Elects L b 


| W.L. VandeWater has been ap- 
pointed domestic sales manager of 
i ids, entitle “Compan 
penny sl soe’ Stockbokdens dent of Reynolds Pen Company, tractors and farm implements. J. 
d Employes.” has been issued | C@iC#8°,, has been elected presi-|E. Marion has been named sales 
an mployes, s US ‘dent of Rex Products Corporation, administrator manager; C. 
by Champion Paper & Fibre Com-|New Rochelle, N. Y., maker of L. Trethaway, assistant export 
pany. |compacts, fitted kits, vanity and sales manager, and G. McColl, 
The impressive 64-page booklet | cigaret cases. Mr. Lamb recently Canadian sales manager. 


Franklin Lamb, former presi- builder and distributor of farm 


Harry Ferguson, Inc., Detroit, 


Gets Soapine Account 


Kendall Mfg. Company, Law- 
rence, Mass., maker of Soapine, 
has appointed Kastor, Farrell, 
Chesley & Clifford, New York, to 
handle its advertising. 


Offers Tractor Data 


A baby tractor survey made by 
Wallaces’ Farmer & Iowa Home- 
stead, Des Moines, shows that 
19.6%, of Iowa farmers now own 
them, and of those who do not, 
12%, intend to buy them. The sur- 


vey maps the brand preferences. 
Copies are available from F. I. 
Wood, director of research at 
Wallaces’ Farmer. 


NOW OVER 


90,000 


CIRCULATION (current averace) 
ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


is divided into six sections, which | 
cover the history and purpose of | 
financial reports, the stockholder | 
report, the report to employes, 
special reports, and producing the | 
report and distributing the report. | 

The employe report and the 
stockholder report are treated as 
separate functions, and the book- 
let illustrates basic ideas utilized 
in the preparation of each, with 
scores of examples to suggest 
ideas to report planners. 

The volume is obtainable, with- | 
out charge, from Frank Gerhart, 
advertising manager of Champion 
here. 


Protective Packaging 
Contest Announced 


The second annual protective 
packaging contest, conducted in 
connection with the third annual 
industrial packaging and materi- 
als handling exposition at the Ho- 
tel Sherman, Chicago, during the 
week of Oct. 4, has been an- 
nounced by the Industrial Pack- 
aging Engineers Association, spon- 
sor of the event. Awards of $100, 
$50 and $25 will be given in each 
of five classifications: corrugated 
or solid fibre boxes, nailed wood 
boxes, wirebound boxes, general | 
category and export packages. 

Other features of the exposi- 
tion will be a packaging and mate- 
rials handling “‘short course” con- 
ducted by the University of IIlli- 
nois-Extension division, plus ex- 
hibits of products in the protec- | 
tive packaging and materials han- 
dling fields. 


Lorentzen Changes 


Herbert Lorentzen, formerly ac- 
count executive of Needham & 
Grohmann, New York, has joined 
Bermingham, Castleman & Pierce, 
New York, in the same capacity. 


Two Name Sullivan 


Daniel F. Sullivan Company, 
Boston and Portland, Me., has 
been named to direct the advertis- 
ing of Metro Distributors, Inc., 
and Maine Lobster Company. 


in Savannah 


. » « and in the homes of 


over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 


market. 


Ha WSAV 


630KC - SOOO WATTS - FULL TIME 


Announcing A New Copy Testing Pian... 


THE AD RATER 


Continuing Newspaper Readership Reports 


Of TOLEDO BLADE 


Publication Research Service announces 
that it will conduct readership surveys of the 
Toledo Blade every two weeks starting with 
the issue of ‘Tuesday, August 24. Reader- 
ship results may be purchased for single ads, 
or all General ( National) ads in each survey 
issue. 

THE AD RATER, an independent re- 
search project, is owned and conducted by 
Publication Research Service. The adver- 
tising results may be obtained only from 
Publication Research Service. The Toledo 
Blade was selected for this project because 
it is a well-balanced newspaper serving all 


Every Other Tuesday 


the newspaper readers in an important, cen- 
trally-located market. 

The Toledo Blade has no connection with 
Publication Research Service or THE AD 
RATER but has agreed to cooperate in 
publishing the test copy, readership results 
of which are offered through Publication 
Research Service. 

Of special interest to advertisers of prod- 
ucts sold through grocery stores is the fact 
that the Toledo Blade conducts a monthly 
grocery store inventory, so that in the case 
of grocery store products, direct sales results 
may also be checked. 


You Can Obtain Ad Readership Ratings: 


1. By an Experienced Organization 


This firm and its predecessor has made surveys of this type since 
1931. It has made every survey of The Continuing Study of 
Newspaper Reading for The Advertising Research Foundation. 


2. With a Time-Tested Method 


The recognition method of interviewing will be used for THE 
AD RATER in exactly the same manner that PRS uses in The 


Continuing Study 


of Newspaper Reading for The Advertising 


Research Foundation. 


3. Quickly 


Individual ad ratings will be mailed ten days after study date. 
Full reports (an 814 x 11 offset reproduction of survey issue 
with ratings for all General ads) will be mailed 15 days after 


study date. 


4. At Reasonable Cost 


Readership ratings will be surprisingly reasonable in cost. This 
is possible because of the support of a number of agencies and 


advertisers. 


Write, wire or phone for further details to: 


PUBLICATION RESEARCH SERVICE 
Carl J. Nelson, Director 


201 N. Wells Street 


Chicago 6, Illinois 


Telephone —Randolph 8786 
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Sportsman, 


Agency Man Prepares 


Trademark Book 
The “Clip Book of Trade 
Marks” will be introduced this 
fall by Harry Volk Jr., head of 
the Atlantic City advertising , arr 
company bearing his name. De-~ WasHIncron—The Domestic and the area of possible activities 
signed as an aid to large adver- 
tisers on the local level, the 
book will present offset repro- 
ductions of the trademarks, which 
may be clipped 
into line engravings or offset 
paste-up. 
Earlier this year, Mr. Volk in- 
troduced the “National Brands 
Clip Book,” an illustration serv- 
of nationally-advertised ap- 
pliances, jewelry, housewares 
and other hard goods. 


Bauer Appoints R&R 
Eddie Bauer, Inc., Seattle mail 
order and retail store handling 
sports apparel and equipment, has 
appointed Ruthrauff & Ryan, Se- 
attle, to handle its advertising. 
The first ads will run in Alaska | 
American Rifleman, 
Field & Stream, Hunting & Fish- 
ing, Outdoor Life 
Afield. 


for conversion 


testing already is under way. “Suggestions for Communications 
The first pamphlet, on what em- to Employes.” ‘ 

ployers can do, describes necessary 
in-plant committees and in-plant , - 
organization, what distributors Magazine Industry 

and small business men can do, Stg@rts in September 

z r 

Distribution Department of the for every employer. 7 om te sorter yg tat wears 
United States Chamber of Com-| Other booklets in the series in- | ),, by Business Magazines, Inc. 
merce has sent its set of six re- Clude “Selling the American Eco-| new York Its publisher is Roy 
vised “American Opportunity” nomic System to the Community,” Quinlan, publisher of Magazine 
pamphlets to division managers | “How to Conduct Open Houses or World, which was suspended with 
for placement with local chamber Plant Tours,” “How to Conduct an | the May, 1947, issue. Magazine 
executives in cities where pre- Employe Opinion Survey” and Industry will fulfill unexpired 


CofC Issues 


Six Opportunity 
Booklets for Test 
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Magazine World subscriptions. 

The quarterly, 6%x9%, will 
have an initial circulation guaran- 
tee of 5,000 and its one-time page 
rate is $125. 


Gray Resigns Buda 

Russell T. Gray, Inc., Chicago, 
has resigned the remainder of the 
Buda Co. account, Harvey, IIl. 
This includes all railroad and in- 
dustrial product advertising. On 
Feb. 1, the agency resigned the 
diesel and gasoline engine divi- 
sion advertising of Buda. 


and Sports 


Nation for SIX 
Consecutive Years 


For six consecutive years the 
Chicago Daily News has car- 
ried more total grocery adver- 
tising than any other news- 
paper in the U. S. A.—morn- 
ing, evening or Sunday. 

The Daily News is a rarity 
among rarities. It is a two- 
audience newspaper for gro- 
cery advertisers. It is a both- 
sides-of-the counter advertis- 
ing medium. 

On the store side of the count- 
er the advertising columns of 
the Daily News are must read- 
ing for the grocery retailer. 
These columns report to him 
what his competitors are doing 
—what manufacturers are 
promoting. Essential news for 
the alert grocery merchant! 
On the consumer side of the 
counter are Chicago's most 
IMPORTANT million family 
members and housewife buy- 
ers for the family needs. For 
years these women have been 
doing their grocery shopping 
through the advertising col- 
umns of the Daily News. A 
time-saving, labor-saving hab- 
it for the wives and mothers 
who need to save time and 
labor! 

Thus the Chicago Daily News 
— this unique two-audience 
medium for grocery sales 
stimulation — pays and pays 
and pays the advertiser with 
the double attention he re- 
ceives for what he has to say! 


CHICAGO 
DAILY 
NEWS 


JOHN S. KNIGHT 
Publisher 


SKF is a BW advertiser js , 
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The Reasou ¢ &£< Industries, Inc., wants to reach 


Management-men .. . executives who influence or make buying 
decisions for their firms. 00G\~ “calls on” a higher concentra- 
tion of these important men via Business Week than is possible 
with any other general business or news magazine. At less cost, 
too! 


BUSINESS WEEK FIRST... again in 1947 


Not only Gi, but many other advertisers whose goods or 
services are sold to business and industry, know that Business 
Week produces results. Because of this fact, Business Week again 
in 1947 led all the general business and news magazines: 


a FIRST... 


In page volume of business goods and serv- 
ices advertising. Total: 3110 pages. 


2. FIRST... 


In number of business goods and services ad- 
vertisers. Total: 623 advertisers. 


3. FIRST... 


In number of exclusive accounts in the busi- 
ness goods and services classifications. Total: 
229 accounts. 


Business Week has maintained this year-after-year leadership for 
the past ten years, all because— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN ...WELL INFORMED 
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Pillsbury Drive 
Introduces Two 
New Cake Mixes 


MINNEAPOLIS—Pillsbury Mills is 
introducing two new mixes, White 
Cake Mix and Chocolate Fudge 
Cake Mix, in newspaper ads in 
120 major cities. 

Ads running up to 1,120 lines 
are appearing in 140 daily news- 
papers in cities in the South, Cen- 
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tral “and Pacific Coast states. 
Magazines will be used later when 
national distribution is achieved. 
The compaign opened with 
teaser ads heralding “a startling 
new advance in fine cakemaking.” 
Pillsbury asserts that its Piecrust 
Mix and Hot Roll Mix are leading 
nationally in sales of such prod- 
ucts, and hopes to carve a similar 
niche for the cake mixes. 
Current copy contains a new 
Pillsbury slogan, “You and Ann 
Pillsbury can make a great team,” 


and asserts that the mixes were 
prepared “in her kitchen to save 
you time in your kitchen.” Point- 
of-sale material and other mer- 
chandising aids will be used. 

Leo Burnett Company, Chicago, 
is the agency. 


Silin Names Sheiiesen 


James A. Silin Company, Bos- 
| ton, has appointed Murray Black- 
man as art director. Mr. Black- 
man has been with Goulston Com- 
pany the past 15 years. 


Joins Hile-Damroth 

William T. Doyle, formerly di- 
rector of sales and advertising of 
Lakeside Laboratories, Milwau- 
kee, has joined Hile-Damroth, Inc., 
New York, in a sales consultant 
executive post. 


Joins Madden-Barrett 


Aubrey Escoe has resigned as| 
manager of Station KLIF, Dallas, 
to become vice-president and di-| 
rector of radio of Madden-Barrett, | 
Dallas agency. 


Internationg| Harvester Co. 


10 Years or More in B 


arner & Swasey Co. 
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a Steel Co, Lubrication Classification* ) 
cane Co, Me or Departure (Div. General Mot 
Cutler-Hamme, Engineering Co. Robbing ve — of America 7 
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e+e and your nearest 
client far, far away! 


This is for you, chum —a 39-day 
cruise to the Orient aboard the new 


S. S. PRESIDENT WILSON 


sailing from San Francisco, November 19 


S. S. PRESIDENT CLEVELAND 


sailing from San Francisco, December 10 


America’s finest postwar luxury liners 


Leaders of the GLOBAL FLEET 


Ports of call: HONOLULU, MANILA, 
HONG KONG, SHANGHAI, YOKOHAMA 


You'll really get away from it 

all when you cruise the Pacific 
on one of these majestic passen- 
ger liners, the safest ships 

afloat. You'll have a luxurious 
stateroom, delicious food, superb 
service; and you'll enjoy deck 
sports, swimming, dancing and 
parties... all for fun, all for com- 
fort, all for a perfect change. 


MONTHLY SAILINGS 
See your bonded travel agent 
Round trip fares, $1260 up 


Or—if you have more time—plana 
100-day ‘Round-the-World voyage 
on the luxurious Presidents Polk 
or Monroe. Fares, $2470 up. 


AMERICAN 
PRESIDENT 
LINES ‘aod 
Yu main He Abad 


SEND FOR FREE FOLDER 
American President Lines, 
Dept. D-7, 

311 California St., 

San Francisco 4, California 


Please send me your folder on luxury 
cruises to the Orient and ‘Round-the-World 


Name ————s La ae 
(Please print) 

Street ' — — 

City aed State 


ebnenennne 


tnppeebenennsandensiee 


| eee aly ee ae Fe 4 oe oO aie so, Tigi Me : eg ee ee : oer es ene OR ee ME en eee _—s <a Pee eee ' eS ae a “ 
7 an ete.” Ss) ane ae oe ; gees pe ois bali = hee wer (ie ae ws A oe. Pe va Sn eta wae [a re ae i ee . —— as 
Po hea iy yar gs Ny ae oe 3! ee ae Se ee el | a i hac oe ae gee ee ee ne see et) Z : or > a Be rr ae ag 
z ee, ers cae ; te ee > Ge yc es ee Be eg eee oe aa ea es | a ee oem nM RS a dea a Me ae ee. a ee Gems il 94) ee es 
ee — : nai, Ee ee etl nS | Bee Seo eae wie Le en pana a Bear cle Oe eae? Sle ie he ee Oe Tee i Pa Po pect 
a rag. ao ia Hg ial aaa ey ee : "GRE ke). Ste Sa Uae rene ily ident, Sat iaeees “RM ol iat eum bape a : ral MEO, aie es, ee Se ee me ek ea sD pes, es eee ee ee a, See BP ar ee ES y 
aE. ee = Sein tie 7 Re te ata ee ee Hi mF aL, Se cou ae po oy 2 eee ee ae nel ee ‘ ee i s ee see a ge ee ete oh eharee a. Se ae = eS; Yh ee or See agate cu Pe ets y 
; ‘ , " oe - = apt ee = A Sigs eet ae = “4 : vere : ; ‘6 # oe nes Ca ae wen a ee oa }, 
‘ Pd . : i is = ee” ' 
A 
7 : 
: mi 
sie t 16 . : 
’ * 
no cop A. 
a — 
need nnn sss \\! Na : 2 
| ‘ Le 
i i 
h 
| a 
, . | 
: “ ” . . — en 7 secant aul : 
~s ¥ ig P cd Stig ‘ugh See | <—»> e . 
; | = ey 
. | ™ Cr 
‘ r ‘ (eo: ) 2 
? + | eo y, i 
a4 ; . %. > (> ~7 : 
"yn. y , = Y 
OS hedene 
SE esa 
pi =" ihetjens : : 
4 ZA z a ; 
en . 
e A ” ZB ' : 
OF stein Fa 
Z * a ; 
ae. aA a 7 
ZZ * . 
* \d we —— Ze. a” * 
: ? A er A Es 
_ Ca nae ‘ 4 x _A % Se i 
aT £ . | ee a , © 
* ‘ - ZZ Aa : 
4 bh ¢ —_— a 
A F 
‘ | Az 
} ; : - 5 a ‘ 
a ‘ a ° 
’ ‘ ‘ ae ee i: 
- - ‘oo * | ars, 
ae * 
a : af | 
ae “ ; 
oe — } “ai a, Ye: », aoe 
ee “i : it sees ; 
i ee ce | s4 . 
ee Ss ee a er ae, , : 7 ; 
— es ! Ss es i rs , : 
a ae ee mm 8a oo ; 
5S See | ee RS SRN SSS: ee “" 
eS 7 s = ee 4 re ee ; e | 
os 4 al ~ = OSes ‘ [ne a 
4 oo i Be = i an : ’ e 
i e 2 Lae <u yh Se ‘ = «| ; 
ay, io red ae 5 ic . 4 ey A ae 7 _ 4 
a a > 7 ag, cab ad 2 eX.) le ah i: ’ 
y i a -_ ates &/ Lengel cel wis. = , pel bie aan pee ‘ * i ga as” * * | / 
i Bee eee . i ee a oe TE dee a a hk F % 
ae a ee eae .: pape ame i eee Mate eis Sate ies . “weer : A / 
cee | a ee. BO A ERR SB ae ape SEM Ni we 2. en me , ; Seay py! 
a 7 _ Ss 2. ee ae Saab ; adic a Life Neel oe. Fe see v3 ? * Ae q 
Se ti Bore ee Ae oe ak ee oe ge oe ee ne ae Bo ese hae wo Satie es 4 a * ie 
ave Bey: BE a Nee i is geen oe Se eles tes Sid a ae £ il er ie as ey Pilg car: \e “* . ag 7 sgh 
as. tee a are oe ee Fete Sa ee Se we oe: eee oe Weer ee 7 . ™™) ¥ 
a eee“ Ble cea Be Sena e. ime ats Meee: ae : Sa Pp ee ee eee q ae « 
s pi: ey Bas, (ca car, Ma sia ee ie e great ba PA a ie ag a ieee . sage em x | 
ae " PP Bee ee: 7: a <= heey ere eae Be Nay ark aa, i... . ae 4 - 
teen” MY me ol BM ae TM a oye a ih is ee nes +. Be a ‘ eC 
BOW i 7 a Los Cae se 7 anand “ee a . bi caches ee oe Ce) Se ees, a Salat e a ¥ 
haere i tse ge ples 4g le ee Ven eee Fo ee gre Pr “ S, : 

Pe Ph Bea nee aon Boe Mea oR ee Sere i Su ‘ a E Be aa eR) i; he aiaae e eure: ; 

wee. ca Eanes ea ey Bai i tie ES ee Be hy me, eS | emer 8 oe ae sale ’ J a oh | 

aed ee Rn ee oe an eee OY aw pot ii a Ciera BW. aR ws + tbe We lr Eee iss e™e ite | : 

hata Sor’ igi A? era ot aime aL Skier Prete ety AS ¥ IE oP rs, bh: 2 ee es ma a aa an - ar | 4 

Tie Tas eres Re eee ge cc a eS ne ce Ey oS te coe. * ds Sorat. ee ey! i ; i 

) ae a coe ei mae eee: Aang oe OR Le a e eee oS oS yea ais gow Strand ‘ } : : ‘ 

4 Lig ae ers ae i ee Sm. err a B. Wee } So, glen i maaan 2 oe res , j % | 

oe Sees oa F ie ae ae a Niles, Geer raaeetieer "STi a: ee | : 
coe aaa : 2 ty ana oe et oi Py a * aa = ; % eS 

ee ee st {=e * OREaa echeare! 4 : a Pa ee ih Wied | 

. agg a ee ve Petes, pet eee y or 
; eee og ooo «ae aS ’ ; Se Oe ; oe ea oe ie . : 
fa oe . ee ee 4 eer) S es oe jee tae oa. i ‘ oe 

- ar ee. . iit ro : _ bs ee ets * peek: < - Se ee ae er , # a L iA é _ 

(A? Si ‘ act PS ee ee 5 Re ‘ eee a Fi - a © . = 
a in ee . A. i ae Eire a 
<7 ee ~ ee en Sn: Se oe x eS ae —_. Saale a : oa aimee er : - aa | 
a wer DR ia eos oT i . Saar eae — Pores Pee ard “ ss d ; a " - ee 
} } ay i ‘ a i e re ‘ lat aie 4 
: _ q zi : ae scout ieee } | 
oP 7 “- , z 7 er oat ” % ati | oil 
Pe a My et pisige Ss" aie le * & Ss 
-. — , . i ¢ 4 — — \ 7 ca 
F ie ‘ ee eee i “ cee a < ae = genre : | “ 
mn “oe ae ee ee eee ‘ ie  ascies emia she istics aur eee Cm! te. na iit: ' f : 
5 =. rn | tae ae 7 A v * aie a = Ane & a3 “3 ae 7 a> .* : : & co 7 
ee |e ree fe ay a : , 7 We —_— » & ‘ 
a a waka ; as Ai oak % , i 4 P : . | 
(ne ee ' 7 : : ‘ » pf ol a ° s : % | 
i re — 1 Ys ne Spt . ue" 7 : “4 ° | 
ts i i hr in a ‘i ne Ba he S 4 by =< 1 a , | 
oe nn ‘cohae pes y a wee, Oe RE. De es re ; 
Re He: ao ; am Se e / ; , <4 . . > Re we } 
Pass Pt hee cl a +A ea . “ +4) TN ee é = 
ee , ae gare / 3 S24 ay ae ‘ { | 
eo. ae | ‘i ee a Py i . #1}, ’ , » y 
. a ‘ e i ey 3 ~ hii s . —— ff 
oi, (oe te i » : P ‘ j | ; 
Bp . is <r ~ Ong = ° "4 | = 
eee a. 42a y Woe y £ ~ 7 , ; — =. f 
<— a ie Cie ss , . ? = ay 
— | I hey eee eines *», " A 7 4s eae . a 2 — — : 
a 4 pee Soh eae 4 . “yen << = ee: . Ss e 
a. ae |. & - Nac Rees Bae. ree ° er <> % 7 Oe. uae y —_— : 

A ae PR oN ae eee Ahan “ t, “ace aia ; badiba: tees ae 7 
wees. ENR SSRIS? CTO apes hare tS Ne ay Be %,. oe en ce j Bo te é 5S? SA — * 
a 2 j cae Bre Pam wa oe ES ee : se pas ie nea hg on ¢ & a See Hes, .: eX Set } 

Sy eat . & et SO ee ea Epo, ee ae pig / Hee oe se 4 % a an be - =: 

pagans fs ce oe ee us Mls ao ees y a etanrrns 38 2 << — - 
Vase e% , - eee Re Vie Wo they z ok. a ee oe tk ere a / rot Aes ee fe % 4 | ~ — 4 Be 
es ase ga gS ee er NE ae ck lei ae, CU ME ea ft : Boa thn, Rell a ee) ae , ® . a: 
ee 3 ANGUS Se Ae ee aaa ke air ave th cana Neel ema tee a oS x ies > i ay eee a a Mites Eb a 
i ae ib ‘ (TEN esau EEL Tage: Cee Mi a RR a ea Sd A RM Ne Sie ea pons ~ . SP te (Go ee oe ae . f by ' a 
Por he Sik a eaten eas Cee ‘oe i eh F ee 4 
ae - oa Ba ey Ogee oe ore ai ot Eee y hee Be ap See Ue ve ’ : . 2 ; ee j < ae 508 9 
ae ‘oe : / ee e a Vou ee LS ee FY Soey " “% a 
‘ ’ 2 i y “ ; ae v fi a Seg ee et. Brg i ‘ f : 
ig. * Oe Oe ieee nih, pio ene : a ee ae coe } Ba! : ee 
‘ a 5 id - 1? a ina ig Vier we a Rd ee Sy eee A ie a ro ls for # $ : 
Esa 2 Te teary ie Ne rege eT. Sel a eee a RT ei Wek rae # , rn pe ¥ 
ie Z hee ee ‘ RN Nee aa ee : . é TOT ate oo Ate ene we ‘ : 
pa te é Bey ng Mee cor et LoS Sar : a i e Heit, Roatal 45 E ; Pie 

iy PE iti ce Sy yi 5 ee Rae sg 4 

a) le ae eee i =a, ee k 3 a fr ; C 
cat ‘ ; A) a re : i hes Ee : ; K ‘ Re Pe ; 

ean [ a PR oe ne apy, oat : : “a t _ 
woe : aha ighiane Ls eatin Re Gein a ete glee op Mul a 
Ce Be rs ea aa ’ | 
ae pe eae ip a ar oe Sai i ihe fy” ex alel ade ax, a 
et 5 RR SR) ce a8 Bao ge — i 
Be sn le Se ek re ae ere j ee :. 
Le Ree fl % 7 ’ Bs 
die ae ¢ i ; 
Ao fetes at ; % 
Md ee . ; Bhs we - 
pee de ge nllge tne ok, } | 
2 Nasir ee) are, “ae ‘ | 
oS tee | re ne ies 7 bes | 
Gu: Wager eee oe 7 RG 7 f 
hg ve 2-2 — 5 o | 
iba | ON oe aa Pm, P fee 
<i es a : , os 
~~ <eARe2o © oP rs . ter». as i 
+, eee, ator Si . -% 
aera ‘ la. 
. re 7 an } 
‘ ; : on —_ 
’ me Pe oes | 
gt - ee . e 1 > | ~ : ; 
ia 5 ; = : ey 2h eee == 
ia a. ne Ripe oo = eee Sear th | 
rs % om (Nee a oe oe Sasa i : 
£ a ig $ RS rt bic Me a Toonami Be 
ae i. 4 7 spn ti? ied Re "gs Ee ae Meine : 
a a . sae ——— lt tC | 
K.3 SS % Be: Ne Bre tag ea weit ? ay. | xc 
a ae ke cam ici me be * no 
SS a See et, uf ge Ps) Grier dat, nee sas F Be Darien te v ee 
ee oaEeY ee eee ee ae er | atthe: coal. ie ; ee ee ee ge 
A a ae! ae fl ee ee oe ee ee ee BP eee ON Sate eer ; es 
an Pea: Ss Ae Bee ee a ee a ape” og: 8 1 A a 
fe 2 eS re one ee cl Price pa a : 3 a) a sa | Bs i 
a pea os Sele i ne = : a ‘i ane wre an “ ae 
- = . : ee 5 a Jae 5 P £ a s a F 7 fee 
: or a ee r ee 5 : ; ie 3 Be RA ae ee ee es Shi a 
i il ee ‘ ii 
ene . a 
je. 
= ee ce ee ee eee ee ee eee eee 7 . 
=e 
aS 
5 . . 4 ots 
ch ane me ‘eas Per Ne ea 7 € Pipe cy Le ea) oe . Pik : < 5 . c (<3 « Sin : 1 : ‘ , 5 7 . : 
ae pet Upmann tae ae eA ict eee a a MO ue cites» OE ne SO Be ye Ee eg REM Te Re SE Le eet aD ig iy) OREM R Ee Rt! ee en ae gett eee ee ORR On so acai IS We : ; : ' / aos; 
a SAREE Te sae bs a Ae ag ye PR SDA Sos ity ura ie Phat agree et bs lt cd pia sett aan BNA fitch aM beet es eas Se i Le ee eee aE Ee he TONES, moti an pS Ae EE Foca ni Ue eae 5 agen Rs ae Oe a er aH 4 


« 
% 
= 


30 


Texaco Finds 
Television Pays 


Big in Response 


Mail Pull Exceeds 
Network Radio, 
Stewart Reports 


New YorK — The Texas Com- 
pany, eager to be a pacesetter in 


Star Theater to gain experience 
in the medium, to obtain a favor- 
able time spot and to build pres- 
tige. 

In two months the hour-long 
telecast, which stars top vaude- 
ville talent and reaches homes 
from Boston to Richmond via 
NBC, has more than met these 
objectives, in the opinion of Don- 
ald W. Stewart, advertising man- 
ager, who not only sold the board 
of directors on the idea of enter- 
ing television, but convinced them 
of the importance of airing a qual- 
ity show. 

Last month the show ranked 
first with New York audiences 
with a Hooperating of 40.6; 86.5% 
of the sets in use at the time were 
tuned to it. Sponsor identification 
of the program is 90.7. 

Another tangible evidence of an 
advertiser’s success in impressing 
potential customers is his volume 
of mail. During an average week 


|are from people who enjoy the 


|those writing 


| products. 


telecast,” Mr. Stewart said. “But 
the most amazing thing is the 
number of people—about 75% of 
in—who say they 
are going to switch to Texaco 
In all our years of get- 
ting radio mail, no fan ever wrote 
of his plans to change to Texaco.” | 

Sid Stone, the pitchman, whose | 
comedy makes the commercial | 
one of the highlights of the show | 
rather than a time to mix drinks, | 


the offer if he can work for the 
Texas Company on radio as well. 
If the company approves this 
comedy broadcast, it will replace 
the musical session carried over 


|ABC. Miss Knight will remain 


with the show. 
Met Program Out 


The oil firm, which spends the 
largest share of its advertising 
budget in radio, hopes the comedy 
package will do a better job of at- 
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evaluates its $8,000-$9,000 weekly | Plans Three New Plants 
television expenditure, Mr. Stew- Associated Activities, Inc., Min- 


art said: , : 
. neapolis, processor of premium 

“We feel we are getting a lot| and exalied responses for nationa| 
|of experience in a short period of | advertisers, will open a new 
|time; when television comes into| branch plant in Burbank, Cal. 
\its own we will be ahead of the/ Oct. 1. Plans are being made fo: 
‘crowd in know-how. We will have | the construction of branch plants 
‘built a good time spot because|in New York and Chicago some 
other advertisers will be attracted | time early next year. 
|by a high rating show. ne et 
| “Add to this the prestige value. Adds Nurses’ Account 
|Our dealers, stockholders, and| ‘The Minnesota Nurses’ Associa- 


comes in for a great deal of praise |tracting listeners than has the ©™Ployes are happy over the fact | tion, St. Paul, has appointed Man- 


from the letter writers. His spot | 


/on the program also makes a hit | 
‘with the studio audience; Kudner 
|Agency takes care to write the 
television, started the Texaco TV | 


sales message well under six 


|'minutes or else the laughs make 
‘the pitchman exceed his allotted | 


250 to 300 viewers write fan let- | 
ters to the program. This is about | 


triple the usual correspondence 
of Texaco’s radio show, which 
features Gordon McRae and Eve- 
lyn Knight over the coast-to-coast 
ABC network. 

“Ninety per cent of the letters 


“THE STATE 
HIN A STATE” 


ASHEVILLE - 
MARKET 


The ASHEVILLE MARKET is a 20- 
county area with a population of 
490,013** who totaled a gross 
buying income of $407,840,000* 
in 1947 . . . $242,605,000* was 
spent in retail sales... to buy 
products advertised in the ASHE- 
VILLE CITIZEN-TIMES . . . com- 
bined circulation of 51,115***... 
the only complete coverage of 
this prosperous market. 


For Route Lists, Trade infor- 
mation, Surveys and Market 
Data, Write, Wire or Call: 


ROY PHILIPS 
Director of Advertising 


Representatives: 


THE KATZ AGENCY 


Management 1947—Survey of 
ower 


Buying | 


I s 


Census 1940 


*** ABC Sept. 30, 1947 


“commercial” time. 


Berle to Take Over 


Milton Berle, first of the tem- | tempted to interest company offi-|Foyr A’s Adds Reingold 


porary emcees to handle the tele- 
cast, is set to take over these 
duties permanently in the fall. 
The comedian has agreed to accept 


McRae-Knight show. 
Texas Company was to have 


sponsored ABC’s coverage of the) 


Metropolitan Opera again this 
year, but unless labor difficulties, 
including demands for higher 
wages, can be resolved New York 
will have no opera this season. 
One of television’s most enthu- 
siastic boosters, Mr. Stewart at- 


cials in video two years ago, but 
the consensus was that it was a 
little too early. 

When asked how the company 


'that we have one of the outstand- | son-Gold-Miller, Minneapolis, t 
ing television shows on the air.” | handle its public relations. 


Wolff Agency Named ‘Reilly to Bernstein 

J. Porter Reilly, formerly copy 
__ Prophylactic Products, Inc., chief and media director of Madi- 
| New York, has placed its adver-| con Advertising Company, New 
|tising with Lester L. Wolff, Inc.,| York, has been appointed cop) 
New York. |chief of Ted Bernstein Associates, 
|New York. 


| .) LJ s ’ 
| Reingold Company, Boston, has Family Circle’ Moves 
| been elected to membership in the| Family Circle has moved its 
| American Association of Advertis-| Chicago office to 360 N. Michigan 
ing Agencies. Ave. 


. 
What a 


wants! Soft 


life insurance 


tremendous 
more than 3,000,000 families 
in comfortable homes can give 
you for everything that an 
active busy family needs and 
drinks and re- 

frigerators, blankets and soap, 


polish and hand lotions and 


ears. And all to the tune of 
billions every year. 
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1-Cent Coin Gains 
Congress’ Favor; 
Dailies Interested 


WASHINGTON—Prominent House 
members from both major politi- 
cal parties are lining up behind 
a proposal for a new coin which 
may clear the way for 7-cent 
newspapers, candy bars and juke 
boxes early next year. 

Demands for 2%, 7% and 
12%-cent pieces have been cir- 
culating in the carbonated bever- 
age industry since last November, 
but the decisive momentum be- 
came apparent only this summer 
when newspaper publishers began 
to contemplate a further increase 
in newsstand and street sales 
prices. 

One day after the special con- 
gressional session assembled, bills 


|for a 7-cent piece were introduced 
'by Rep. Johm MeCormack (D., 
Mass.) and Fred Busbey (R., II1.). 

Rep. McCormack told the House 
| shortly afterwards that the bill 
had been introduced after a visit 
by a representative of “one of the 
| biggest newspaper chains in the 
country” who had told him that 
his organization feared it would 
have to increase the price of its 
daily papers to 7 cents. 


Bottlers Started Push 


House Republican Leader Joe 
Martin (R., Mass.) is also on the 
bandwagon for the 7-cent coin, 
promising “to do all he can for 
it” at the regular session in Janu- 
ary. 

Plans for new denominations of 
small coins appear to have orig- 
inated at the Atlantic City con- 
vention of the American Bottlers 
of Carbonated Beverages last No- 
| vember. 
| Sparkplug for the plan was Ed- 
| ward W. Mehren, president of the 
Squirt Co., Beverly Hills, Cal., 


|who warned that inflation is 
slowly but positively moving soft 
drinks from the necessity class to 
that of luxury goods. 

| We thought 7% cents a bottle, 
| $1.20 a case would solve the prob- 
|lems of the beverage industry. At 
| the same time, he expected the 
proposal to appeal to transporta- 
|tion, candy, ice cream, vending 
{machine and other industries 
which are having difficulty ab- 
sorbing increased costs. 


Has Better Chance 
‘tion efforts this spring, the plan 
'for additional minor coins made 
| little impression until Congress 
|reassembled. With the latest in- 
creases in printing wages and 
newsprint prices, publishers were 
apparently interested in a coin 
which would enable them to raise 
their prices, without going to a 
dime. 

Advocates of the 7-cent coin 
claim it is less inflationary than 
the status quo, since it enables the 


Despite his aggressive promo- | 


hard-pressed producer of a 5-cent 
item to get relief without be- 
coming enmeshed in odd-amount 
prices, or raising his price to a 
dime. 

On the other hand, it is claimed 
that the availability of a 7-cent 
coin is virtually an invitation for 
producers to abandon any further 
efforts to hold a 5-cent price line. 


| Hicks Names Blake 


Marshall Blake has been named 
an account executive of Jos. W. 
Hicks Organization, Chicago. For 
the past year and a half he has 
been chief of the public informa- 
tion division for the midwestern 


| states in connection with the De- 
|partment of Army’s program for 


the return of World War II war 
dead. 


’ . 
New Liberty’ Ups Rates 
Effective January, 1949, New 
Liberty, Toronto, will increase its 
advertising rates. The Basic page 
rate will be increased from $950 
to $1,600. The new circulation 
guarantee will be 350,000. 
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S".. magazines are made for enter- 


vet 


tainment—when you want to g 


away from it all. 


Better Homes & Gardens is made to help 
you when you want to get into the middle 


of things and do something about them! 


That draws a special audience: active 
homemaking families constantly in the 
process of planning and buying for better 


living in a better home. 


For these families. BH&G is a “how-to” 


book, It’s a working book. It starts things: 


making a new omelette, then buying a 


new omelette pan; laying a terrace, then 
buying terrace furnishings; checking the 
house for repairs, then building up the 


household tool kit. 

And because it takes a high standard of 
living for granted, BH&G screens in only 
the families who have the money to 


meet it. 


More than 3.000.000 of them—with in- 


‘comes among the highest for all big 


magazines. 


How about having our representative tell 
you more about how editorial content 


screens these superior customers for you? 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 


. 
oe a 
ane Eet oe . gt 1 


Not tomorrow, but now. Let 
BSN help you do it! 


of communication your 


| 
—when you use the same avenue 
customers do 


You can spread the prestige of your 
| products in the magazine acknowledged 


| the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a healthy fight. Moke if profitable. Use 
the Ist paper 
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Kelly Agency Irate 
About ‘Horrendous Poke’ 

To the Editor: In your July 26 
issue, in “The Creative Man’s 
Corner,” somebody took quite an 
horrendous poke at one of our 
brain children—an advertisement 
for Kelly-Springfield tires. 

Boys will be boys—and a bit of 
humor does much to brighten up 
your worthy sheet. 

I am curious, however, as to) 
who this omniscient, satirical and 
somewhat sadistic man of yours 
may be. His little yarn carried no 
by-line. 

Did he ever write a tire ad 
himself? 

I would greatly appreciate it if | 
you would give me a little dope 
on this self-styled expert. Is he 
a thoroughly seasoned adman—or 
is he merely one of your semi- 
pros who took over that day? 

Also, I wonder just how much 
good to anybody—you, the adver- 
tiser, or the agency—such anony- 
mous and negative pieces of this 
sort may hope to accomplish. 

Unfortunately, your writer, 
whoever he may be, lacked a great 
deal of basic information which | 
has impelled both our client and 
ourselves to feel that this series 
of advertisements is doing an ex- 
cellent job for Kelly-Springfield. 

Aside from all that, however, I. 


This department is a reader’s forum. Letters 


would be much interested in 
knowing who wrote the yarn; 
what his record of success may be 
—maybe then I could give a little 
more respect to his comments. 
FRANK R. GRIFFIN, 
Vice-President, Compton Ad- 
vertising, Inc., New York. 
Whatever else The Creative 
Man may be, he is most certainly 
NOT “a semi-pro who took over 
that day.” Hiding behind the 


cloak of anonymity is a creative | 


man whose name is known—and 
not 
everyone in the advertising busi- 
ness. As for Mr. Griffin’s query 
about how much good his writings 


do to anybody, we can only refer | 
him to the editorial in our Aug. 2 | 
i |magazine to point the crooked 


tissue. 
2) 2 


Keep On, He Says, 
but Change the Title 


To the Editor: (and “The Crea- 
tive Man’s Corner’’)— 

First off, friend, know thee I 
didn’t father the Kelly copy which 
caused those most recent pearls of 
caustic comment to drip from the 
flowing pen in your corner. 

Fact is, no copy effort of mine 
has yet been scanned or scathed 
by that department so I trust 


you'll take these remarks in the | 


vein tendered—as from one jour- 
neyman writing on one sheet, to 


are welcome. 


unfavorably —to practically | 


Where Else in the 


. 


UNITED STATES... 


CaN THE NATIONAL ADVERTISER | 
| REACH EVERY NEWSPAPER READER | 


\ 


) 
\ 


\ 
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| IN A RICH METROPOLITAN CITY 


AREA OF OVER 


500,000 POP- 


ULATION FOR AS LITTLE AS 


99¢ PER LINE DAILY AND 


50c PER LINE SUNDAY 


The Courier-Journal and 
Louisville Times give their 
15°% -or- better 


coverage in 70 counties of 


advertisers 


the rich Kentuckiana area. 


s 


335,585 DAILY e 


Che Conrier-Zonrnal 


268,044 SUNDAY 


6 


another journeyman who can run 
a verbal pillory before the eyes 
of thousands. 

Newspaper men will tell you a 
columnist or reporter deals a low 
blow when he turns said column 


into a club and beats a man on the | 
head — especially if said man is | 


helpless to fight back on equal 
scale in the public prints. 

It seems to me you’re guilty of 
just that when you crucify a piece 
of copy on a cross of newsprint in 
that corner of yours (and that 
probably out-cliches the best 
cliche you ever cliched!) 

Grant that many a piece of 
“sell” material—doesn’t. I think 


| 
| 
| 
| 
| 
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THE BATTLE'S ON—Gene Barry and “Lonesome Gal," WING disc jockeys, go 
to it in one of their “battle” sessions at the Dayton station. 


you—and AA—are out of line | disc jockey show on WING for 


when you use a_ widely-read 


finger. 
If you feel that limiting your- 


'self to bouquets might leave the 


creative corner more empty than 
full, I disagree. There’s plenty of 
copy with plenty of sock rolling 
out of the mills these days. A real 
creative man should be able .to 
judge this for himself — perhaps 
even turn out his share rather 
than be relegated to an obscure 
corner of a trade sheet. 

Just keep on the way you’re go- 
ing. But fer Gawd’s sake change 
your title to “The Destructive 
Man’s Corner”! 

JouNn S. Myers Jr., 
Chambers & Wiswell, Inc., 
Boston. 

> - FV 


Dayton Disc Jockeys 


‘Slug It Out 


To the Editor: 
you information on WING’s new- 
est daytime program, ‘‘The Battle 
of the Disc Jockeys.” 

To give you a little background, 
“Lonesome Gal” has had her own 


about a year. 
the Billboard award for the na- 


|tion’s best feminine disc jockey. 


‘Lonesome Gal” has always con- 
tended that the public would 
rather hear sweet, sentimental 
dreamy music than the kind of 
recordings played by Gene Barry, 
another WING disc jockey who 
has been satisfying WING’s listen- 
ing audience on his eight hour 
show for the last three years. 
Gene Barry, of course, claims that 
the best disc shows offer the audi- 
ence variety in music. 

This question has been argued 
endlessly between the two of 
them. No amount of discussion 
brought forth an agreement and 
so it was decided to air their dif- 


ferences and let the public be the 


| tant 


judge. That was how the idea for 
the “Battle of the Disc Jockeys” 
was conceived. 

The show is a one-hour pro- 


We are sending | gram beginning at 3:30 p.m., Mon- 


day through Friday. Each contes- 
is entitled to a half hour, 
broken into 15 minute alternate 
segments. One day Gene Barry 
begins the show on the first 15 


She recently won | 


minutes—“Lonesome Gal’”’ follow- 
ing in 15 minutes, then Barry 
again, etc. The next day “Lone- 
some Gal” takes the advantageous 
first 15 minutes, and so it goes. 


During her air time, she plays 
recordings such as: Sinatra’s 
“You’re My Girl;” Whiteman’s 


“Slaughter on Tenth Avenue;” Al 
Goodman’s “Spellbound;” Mel 
Torme’s “County Fair” and 
“Stella by Starlight’—another Si- 
natra recording. 

Gene Barry, on the other hand, 
offers his listeners music in the 
vein of “Honeydripper” by Randy 
Brooks; Glen Miller’s “Rhapsody 
in Blue;” Gordon Jenkins’ “Maybe 
You'll Be There;” Woody Her- 
man’s “Happiness Is a Thing 
Called Joe” and Fred Waring’s 
“My Blue Heaven.” 

Of course, neither contestant re- 
peats a recording and so each day’s 
show is — music-wise — different. 
We listed the above recordings to 
give you an idea of the type of 
music being played. 

The “Battle” has only been on 
the air four days to date and in 
that time a total of 976 pieces of 
mail have been received, to say 


. 


“PARDON ME! 


May | Interrupt You? 


May | tell you about your sales opportunities 
in the Gary Trading Area, and why 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


Should Be Your First Buy in Indiana’ 


(1) 


(2) 
(3) 


counties. 


Indiana. 


SALES MANAGEMENT'S Survey of Buy- 
ing Power for 1947, reports the net effective 
income for Lake and Porter Counties as more 
Excluding Marion County, 
(Indianapolis) no other two adjoining coun- jy 
ties in Indiana equal these for buying power a 


than $500,000,000. 


or population. 


Gary is the focal point for sales in this pros- 
perous, compact and easily accessible market. 


THE GARY POST-TRIBUNE 


In the Gary Trading Area, this newspaper even approaches our influence and penetration 
has a home delivered penetration, six evenings 
a week, of more than 95% of the families in 
average 
medium 


than 80% 


the city zone. More 
No other 


the entire trading area. 


THE GARY POST TRIBUNE has one of the most productive PULLINE* rates in America. 
*PULLINE measures results when you advertise in The Gary Post-Tribune. 


Gary is the principal shopping and amusement center for Lake and Porter 


Gary, next to Milwaukee, is the largest city within a 100-mile radius of Chicago. 
Gary, with a population in excess of 135,000, is now the second largest city in 


leading industry. The 
the world are in Gary. 


advertise in 


for 
Chicago dailies combined. 


National Advertising Representatives 


Burke, Kuipers & Mahoney, Inc. 


New York @ Chicago ® Atlanta © Dallas @ Oklahoma City ® Los Angeles 
For best results ADVERTISE ADEQUATELY in newspapers 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY  cxmmmmmmmmmmmmmmn 


Steel, top ranking basic product, is Gary's 
largest 
High wages and large 
backlogs of orders assure continuing prosper- 
and on a per capita basis, the Gary Trad- 
ing Area is one of the nation’s best markets. 
You hit the center of this sales target if you 


in the Gary Trading Area, and our coverage 


steel mills in 


in the area is more than double that of all 


Posed complimentarily by 
PATTI GRURGS 


Winner Miss 

Winner Miss 
im the 

Miss America Contest 


Gary 
Indiana 


14s 


@ San Francisco 


_~_ —- ae 


8 82 mr aes Ge oo 


— 


ie 4 i rae eee. ee are Bat : 3 Te vn a tae ae 1 : a 7 ere! ang ie ‘i ; 

— aoe ae lll ee | ee. eg ge ee eee 

a ao oa \ ips pias i‘ a wee Be 2 haere ee So re - ih Se ee oe 2 ae a Le i agate eb 1. = 
eae ities — =" pss So Be ne Ste es pe beet gs Ss eg hr a Soe ae 2 es 

Se i. ee. ee oS en ee ae a :,. =e Re i a hee oe Aer Ne apt cae tis “7 ae a Se eee 

RS we ion fee = BY on 7. ee ay Cs 2 ‘ais me Poa, ee eee (ee eet. wee ea i a a ae eT eeagee es re ee: 
SS) eee Bees jee Te am A So ea me pS eT Se he ee eee 4 sie Bi ete iit a " tae : ; 
. ES 
ie a | = ‘ " ’ 
: . ,Y Es ue Pee ieee ee : 3 
: = A : Sa : ne : “ a ip oe eee Sed sigs 
4 . A ae ee ae oe 2 
. ————_—_—_—_—_—_ in oo) ie ea ee. 8 ee 
" a P| : i? : Pitin . i eS <2 a + 
my ee oe es, , : 
; : ea Ze i oo 
oy ee : : ‘ A ay _ _ ra ’ trees + _ a, 
; e as 5: é i, i me oe eee Nal ie <P ie ‘gully er Fl 
be > ‘ we os 2). {ee Bees, ee eee pee | 
: = i ae id wi, ae ee ee “oe = : sth Pal . sis ae ee 
‘. : Ss 5 ee yh cet’ gen + Ue a 

ie ee os ae ae igs e \ Jie 
a - 5 : ae Ean Paes = ion = - ; . a 2. 7 4 : ia 
es ; ° ee i ee yee ee ee 
ore ee ai > a iii q 

ee ee 
; Se eee | 
id a ee 
ax 
a 
, 
: 
" | a4 { 
j 
/ I 
. n 
. a 
, 
| n 
. ee t 
u 
| ee t 
hi iiailiaitieitiiaemniaiakninnlindiadiidibeciiy ; 
| st 
ep ee aa - Oo 
| a d 
Ww 
d . CE 
J 

: | - 7 
# ‘ ‘ : —_———— I  — —_L!DL! _ ——O : 
i . 1r 

34 : st 

| By — es , M 
i F i: Me) . m 

;  - fu 

F { / 

' } ‘ 4 4 ; ne 
“ a P| ee y y di 
a | —_—_——_—_—_— o tic 
—_— : ee f se 
: Po 4 : we 
%, | , . att 

ie \ eo ad 
: ee a ro 
; a to 

4 the 
: 4 in 
B a ; Lo 
i : . ust 
i : a q Fi | 
a ( : J . Z| 
: | . j 
-- ~ > A ¢, 

Oty GUE Cl 
: Ou, | Win aH Foy Pe ae 
— “sng “Onan, Mal “Lee [ \ Re 
SS oe ~ 4 My el > a * 
= = ne - a mm ~ ee a > : 
tray Sa "id ‘uy Sow " Se 
: = o ereree ee i ” . 
ty i Rtgs a : aa) ie tic 
7 ~_———— SS —3 + " ee 7 os ‘ ef 
SSS]; THE Lot ISVILLE Timp i327 - the 
: i J = =. mw kee ten Bae TIMES *25 . 
So ee HM te ry ad\ 
— 7. Fe Eee can, ON ewirury, 
“3 SS & & = Ven = SSS cur 
a = PS pun 
i: i 
: | can 
: ; ina 
- ; tha 
7 A 
, é apRp 
: cag 
| . ; the 
oe : pees Gee si a eh Ge taptiags Bipot ak a Teepe ign! Bont wa puis so CA aes teen a St ont a eae 
Se pei : : : ; eee Ta ROP ab Fe Reh Ss ON ee Oe be ee Mae aL Se Ui ape nt ah eka emit eet tle ear at it oe eed aE ena Cpa ee eo oct a Bee ee I en Se aN TS ee MO Te eS 
BPE Rem he ch wi Se rk Pee are ay eu onl eee ae oak ao BE ae a a a a i i ; 


1948 


igs to 
pe of 


2n on 
nd in 
es of 
O say 


arily by 
tis 
iary 
liana 
is 


tL ortest 


Advertising Age, August 16, 1948 


nothing of the fact that each after- 
noon between 3:30 and 4:30 the 
telephones at WING are reminis- 
cent of what we imagine the Wall 
Street crash was like! Incident- 
ally, postmarks on the mail re- 
ceived have come not only from 
Ohio but’from the neighboring 
states of Indiana, Michigan, Penn- 


sylvania and West Virginia. I] 


don’t think that it is an exaggera- 
tion to say that this program has 
created more listener interest than 


any local show we can remember. | 


JEAN BROOME, 
Director of Advertising & 
Promotion, Station WING, 
Dayton. 


Stee 


Bulova Has Led Field 


for Years, Adman Says 

To the Editor: I enjoyed the 
Bulova lead story in your issue of 
Aug. 2. However, for the sake of 
accuracy—for which Bulova is 
famous—I 
should be clarified. 

First of all, Bulova’s appropria- 
tion has been the largest in the 
jewelry industry for many years 
and this year is even greater than 
ever before. It is this consistent 
and dominant day-in and day-out 
advertising, combined with the 
quality of the product, that has 
made Bulova the world’s largest 
manufacturer of fine watches. 

Furthermore, Bulova does not 
participate in a cooperative dealer 
advertising program. Here is the 
reason why! We know that our 
national campaign is creating a 
tremendous demand for our prod- 
uct, and it is just good common 
business sense for the jeweler to 
tie up with Bulova advertising 
and direct that demand to his 
store. We cooperate to the extent 
of supplying a fine selection of 
dealer aid material but we do not 
participate in the cost of space, 
whether it is newspapers, car 
cards, outdoor posters, etc. 

Maurice M. GOLDBERGER, 

Assistant Advertising Man- 

ager, Bulova Watch Co., New 

York. 
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Buick Dealers’ Page Ran 
in Four L. A. Papers 

To the Editor: In your issue of 
July 19, 1948 on Page 30, in the 
story headed “Auto Makers Worry 
More About Trade-Ins,” you give 
mention to the appearance of a 
full page Buick dealers’ advertise- 
ment in the Los Angeles Exami- 
ner. e 

This is correct for such a page 
did appear in that fine publica- 
tion. 

As general advertising repre- 
sentatives of the Herald-Express, 
we should like to bring to your 
attention that this same full page 
advertisement appeared in our 
publication and it is only accurate 
to also bring to your attention that 
the same advertisement appeared 
in the Los Angeles Times and the 
News. 

In other words, the four major 
Los Angeles newspapers were 
used in this organized endeavor. 

N. CLARK BIGGs, 

Manager, Moloney, Regan & 

Schmitt, Los Angeles. 


Charts Enhance Figures, 


Reader Complains 

To the Editor: One of my par- 
ticular pet peeves has long been 
the use of graphs and charts in 
advertisements, which do not ac- 
curately portray the statistics they 
purport to illustrate. It is signifi- 
cant that never does one of these 
inaccurate charts fail to give the 
advertiser a better break visually 
than do the statistics. 

A case in point is the enclosed 
ad of the Milk Foundation, which 
appeared in this morning’s Chi- 
cago Tribune. What happened to 
the two lower divisions of the 


think a few points 


bar chart? 

If approximately 6% divisions 
equals 82%, 133% would not ex- 
tend to the 11% point mark, but 
only slightly over the ten mark. 
No matter how you figure it out, 
the bar representing the 133% in- 
crease of all foods is too large (or 


This Chert Shows 


Whatta Bargain 


Frosh mith is, compered with the everese cost of oil toods 


the one representing 82% is too 
small.) 

I consider such errors (if errors 
they be) inexcusable, and a re- 
flection upon the integrity of ad- 
vertising. It is okay to present 
the best features of a product or 
service, in its most favorable light, 
but when dealing with facts and 
figures, distortion can only be con- 
strued as an attempt to deliber- 
ately mislead. 

Dick BURLEIGH, 

E. H. Brown Advertising 

Agency, Chicago. 
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Turns Up an Expert 
To the Editor: Speaking of ‘‘in- 
terred” phrases, I wonder who is 
“dusting off the war-born phrase 
know-how” now (AA, July 26, 
Creative Man’s Corner)? The 
C. M. goes on to say that the great 
advantage of the cliche is that it 
can be applied almost anywhere. 
He had already proved its uni- 
versal-utility by using it twice in 
his feature of July 19. Tsk. Tsk. 
WALTER BARNEY, 
Copy Department, Grant Ad- 
vertising, Chicago. 
7. VT F¥ 


Weir Wants AA on 


Time; Has Troubles 

To the Editor: My ADVERTISING 
AGE doesn’t reach my home in 
Bucks County till Wednesday of 
each week. This puts me at a 
serious disadvantage because I 
feel a need for the round-up of 
the news in advertising which 
your paper makes pcssible every 
Monday morning. 

I originally had it sent to my 
home in order to keep others in 
our offices from swiping it off my 


| desk before I had a chance to read 


it. However, between receiving it 
first thing Monday morning and 
running the risk of having it 
swiped, and waiting till Wednes- 
day to receive it at home, I would 
much prefer the former. 

Will you, therefore, see that it 
is again sent directly to me at 
the address on this letterhead— 
and marked “personal?” If I did 
not regard your good paper so 
highly, I wouldn’t care if it 
reached me a month late. As this 
letter must make clear, however, 
I do care when it reaches me. 

WALTER WEIR, 

Walter Weir, Inc., New York. 

The postal authorities in Bucks 
County must have some sort of 
phobia against carting AA around 
early in the week. Copies in- 
variably go into the Chicago post 


office on Saturday, should reach | 


everywhere east of Denver by 
Monday. 


7, = 


Asks Permission 
to Reprint Woolf 


To the Editor: ADVERTISING AGE 
for July 26 carries an excellent 


article on public relations in 
James D. Woolf's “Salesense in 
Advertising.” This is to request 


your permission to reprint the 
article in a forthcoming issue of 
“The Naval Recruiter,” an official, 
non-commercial magazine circu- 
lated among Navy recruiting sta- 
tions and their staffs. 
mission is granted, I shall, of 
‘course, see that a credit line is 
carried. 
A. R. Boswortn, 
| Commander, USNR, Washing- 
| ton, D. C. 

Requests to reprint Mr. Woolf’s 
‘articles must be cleared by Mr. 
Woolf. AA will be glad to for- 


If this per- | 


ward such requests to him when- | 


| ever asked. 


vy 


| 

Walla Walla Wins 
| To the Editor: 
| with a considerable amount of in- 
|terest, the item in your July 26 
issue, Page 14, regarding the Port 
Huron Times Herald’s claim for 
having put out the biggest 1948 


We have read) 


newspaper. 

In order to keep the record 
straight, please be advised that the 
Walla Walla Union-Bulletin pub- 
lished its 1948 Progress Edition on 
Feb. 22—this paper consisting of 
216 pages plus eight pages of 
comics, and carrying 298,219 lines 


of paid advertising. 
F. G. MITCHELL, 

Walla Walla Union-Bulletin, 

Walla Walla, Wash. 

The Port Huron Times Herald’s 
annual “blue water” edition June 
23 carried 138 pages, 212,800 lines 
of advertising. 


WESLEY BOWMAN STUDIO « INC 
360 NORTH MICHIGAN ‘AVE + CHICAGO 
PHONE CENTRAL 0233 


Big St. Louis 


~ that means 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


oo 
0000,° Va feo 
700000900" |/ ¢000 


Whether you want to capture or to maintain your position 
in America’s 9th biggest market, it pays to keep two hands 
at the job. That market is the compact St. Louis retail trad- 
ing zone where over 475,000 families live. In this zone 
are concentrated more than four-fifths of the 176,000 
St. Louis Star-Times evening reading families. Here you 
have a combination of rich market and intensive coverage 
teaming up to give low-cost impact that really sells mer- 
chandise in St. Louis. For best results, it pays to use both 


hands in big St. Louis. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 
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Buys West Electric 


Cutler-Hammer, Inc., Mil- 
waukee, manufacturer of electric 
and motor controls, has purchased 
the West Electric Products Co., 
Los Angeles. 
the sixth in the C-H organization. 
W. G. Tapping, who has been 
manager of the sales office in Los 


Angeles, will have charge of the) 


new plant. 


KYW Appoints Hursh 

Rita Hursh has been appointed 
continuity editor of Station KYW, 
Philadelphia, succeeding Bets Rog- 
ers, who has resigned. 


This plant becomes | 


Your Copy Will Fit - - - 


without bother of counting words! 
Handy card simplifies copy fitting. Merely 
set your typewriter as indicated on card and 
8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 
FIT! Especially fine for newspaper work. 
Money back if not pleased. Keep one by 


every typewriter. Per card $1.00 is 
Smith Advertising Service, Liberty Buliding, 
Yakima, Washington. 


To Gotsch & De Ville 


Gotsch & De Ville Advertising, 
Chicago, has been appointed to di- 


rect the advertising of the Chicago | 
manufacturer of | 


| 


Spring Cushion Co., maker of in-| 


Blower Corp., 
blowers, fans, exhausters and air 
conditioning equipment; Johnson 


nerspring units for the furniture 
and bedding industry; Pentron 
Corp., manufacturer of a wire re- 
corder, radio, phonograph and 
public address system combina- 


tion for home and business, and | 


Recora Co., maker of intercom for 
home, farm and business. 


Publication Adds Two 


Jack Warmington, formerly on 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Dollar volume of | registered sales volume equal to 


department store sales in the U. S. 
_ for the week ended July 31 were up 
|7% over sales for the correspond- 
|ing week of 1947, according to 
|Federal Reserve Board reports. 
| The increase for the week 
moved the sales index to 234, up 
'three points from the preceding 
| week. The 7% rise also corre- 


| sponds with the average increase |into the second position with a) 


|in the U. S. for the period Janu- 


the display advertising staff of  ary-May this year, indicating that 
the Chicago Herald-American, has| while dollar volume is up, unit 
been named central manager of| yolume in most lines is about the 


Modern Railroads, with headquar- 
ters in Cleveland. Ralph Duysters, 
formerly with Simmons-Board- | 
man Publishing Corporation, has 


| same or off slightly from last year. 
| All of the districts except the 


‘first (Boston) area showed gains 


been appointed space representa- | for the first six months, as did 


tive with offices in St. Louis. 


| most of the cities. The exceptions 


|that of last year, reporting no 
| change. 

For the week ended July 31, all 
of the districts again reported 
gains, as compared to the same 
week last year, with the Dallas 
(11th) district leading with a 
16% sales rise. High city was 
| Houston, up 39%. Wichita moved 


| 24% increase in sales during the 
week. 

| At the other end of the scale, 
| the Boston district reported a 1% 
lift over the corresponding week 
last year, and the San Francisco 
| (12th) district registered a 2% 
| gain. 


| All but five of the cities reg- | 


IN PROSPEROUS sEatTTLeE 
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The TIMES alone. 


NE BAT, with balance and 
power behind it, can “clear the 
bases”. In Seattle ONE advertising 
medium has the power to win this 
market for you! The SEATTLE 
TIMES saturates Seattle’s Retail 
Trading Zone ...with its near 750,000 
population. The TIMES goes into 3 
out of 4 homes in the entire market! 
Proof that this ONE-medium formula 
gets results? Ask any of the scores of 
retailers and manufacturers who 
advertise in The TIMES exclusively! 
You can’t sell Seattle without The 
TIMES .. . you will sell Seattle with 


| DEPARTMENT STORE 


"SALES INDEX — 


1935-39 EQUALS 100 


| Week to July 31, 48* p234 
| Week to July 24, ’48* p231 
Week to Aug. 2, ’47*. .220 
(11 Week to July 26, ’47*.213 
Month of June, °48. .p313 
Month of June, ’47...289 


ec ieee 
pPreliminary. 
*Not adjusted seasonally. 


|istered gains. The exceptions are: 
'St. Joseph, Mo., and Springfield, 
|Mass., both off 5%, Providence, 
R. I., down 4%, Los Angeles area, 
off 1%, and Pittsburgh, no change. 

In the Los Angeles tabulation, 
|the Federal Reserve Board meas- 
/ures only stores which have been 
/open both this year and last. Since 
there are many new stores now 


‘operating outside the downtown 
| and westside areas, the total 
' change is not representative of the 
change in total sales in the area. 


Yr.-to-Yr. % Gain 
6 Mo. Mo. Week 
Federal Reserve Jan.- of July 
district and city May June 24 
UNITED STATES. 7 13 7 
Boston District .. 0 8 1 
New Haven .... 0 3 10 
GU «xb cecce ons 0 10 3 
| Springfield ..... 5 20 —5 
| Providence ..... 0 5 — 
New York District. 5 11 4 
WOWATK ccsccece 5 11 2 
2 ea 9 7 5 
| New York ...... 4 11 5 
Rochester ...... 9 19 1 
Syracuse ....... 5 6 1 
| Philadelphia Dist 10 16 6 
Philadelphia .... 7 13 8 
Cleveland District. 8 12 6 
pT OTT retire 7 9 2 
Cimeimmati ..cses 6 10 9 
Cleveland ...... 9 11 
Columbus ...... 10 13 17 
rr 9 7 2 
Pittsburgh ..... 7 16 0 
Richmond District 4 12 7 
Washington .... 3 13 1 
Baltimore ...... 1 --1 14 
Atlanta District... 7 13 11 
Birmingham .... 12 15 8 
PEPE cceoceuses 6 10 
pt ere ee 7 12 ( 
New Orleans .... 12 9 lf 
Nashville ...... 2 20 7 
Chicago District... 7 12 10 
i Serre rer 4 11 7 
| Indianapolis .... 2 8 S 
| eee 10 11 11 
| Milwaukee ..... 13 13 13 
| St. Louis District. . 7 20 11 
| Little Rock ..... 7 13 11 
j Louisville ...... 11 13 13 
| ie, See séceeee 6 27 12 
Memphis ........ 4 11 2 
Minneapolis Dist... 7 9 ‘ 
Minneapolis .... 8 7 . 
mt. PO cevcoecs 3 9 ° 
Duluth-Superior. 14 22 " 
Kansas City Dist... s 11 12 
DONVOP ccctcceve 4 6 3 
2). eee 9 13 24 
Kansas City .... 10 11 16 
St. JOBOPR «200%: 1 8 —s 
Oklahoma City.. 10 18 17 
See eee 18 18 14 
Dallas District.... 11 17 16 
ee | phawee ee 8 5 6 4 
Fort Worth .... 9 16 12 
a erererrn 23 33 39 
San Antonio 10 18 15 
| San Francisco Dist. 8 16 r2 
Los Angeles Area 0 8 —) 
oj re 9 19 
San Francisco .. 2 12 6 
POPrtiane «...cee- 8 12 11 
Salt Lake City. 6 14 ° 
ot ee 2 12 2 
r—Revised. 
*Data not available. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


| Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
mewspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full detzils write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
| the only study of its kind ever made. Write now 
for this free information. 
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Gibson to Launch 
Christmas Card : | 
Ads Next Month sea is being backvtonned by Gite 


CincinnatI—If you find your- | 50m with a complete assortment of 


self doing your Christmas shop- tie-up material. 
ping frantically the day before| Christiansen 
Christmas, you won’t even have | Agency, Chicago, handles the ac- 
the satisfaction this year of know- | count. 
ing that millions of others are in 
the same boat—not according to | 
Gibson Art Co., one of the coun- 
try’s leading greeting card manu-| casters Association was organ- 
facturers. ized at a meeting in Dallas Aug. 
A. G. Anderson, Gibson’s pro-/|2. About 25 small stations from 
motion manager, says there is a all parts of the state were rep- 


|out in September, and some are 


The Texas Independent Broad- 


Advertising| 


New Radio Group Formed 


president; Bill Laurie, 


|nest Jones, 


'ard, KDNT, Denton, treasurer. 


Names O’Brien Agency 


Canadian Buisman Company, 


| Vancouver, B. C., distributor of 


|Buisman’s Aroma, Dutch coffee 
|improver, has appointed O’Brien 
| Advertising, Vancouver, to handle 
\its advertising. Daily newspapers 
;and radio will be used to intro- 
|}duce Buisman’s Aroma in Canada. 
‘It is claimed that one tablespoon 
\of the product, mixed with one 
| pound of coffee, enables the house- 


| Most of the Gibson dealers are ex- |resented. Temporary officers are:| wife to make from one-third to 
| pected to have Christmas displays |Culp Krueger, KULP, El compe, twice the usual number of full 
E ’ 

: : Jacksonville, vice - president; Er- 

| already showing them this month. | EAMD.  Corsieona. 
| secretary, and Harwell V. Shep- 


strength cups of coffee. 


Prow Appoints Shaw 

Prow Chemical Corporation, 
|New York, distributor of indus- 
|trial chemicals, has appointed 
|\Shaw Associates, New York, to 
| handle its advertising. 


McFadden Opens PR Firm 


Manus McFadden, formerly 
executive editor of the former 
Minneapolis Daily Times, has es- 
tablished offices in the National 
building, Minneapolis, as public 
relations counsel. 
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changed retail sales strategy is 
clearly indicated. 


definite trend toward earlier | 
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Accordingly, Gibson will launch | 
its seasonal Christmas card adver- 
tising on Sept. 8, almost two 
months in advance of its previous 
starting time. The first 300-line 
ad will appear in 174 newspapers 
that day, and will herald the start- 
ling news that it’s “Only 107 days 
‘til Christmas.” Added promotion 
for Christmas cards will appear 
regularly as part of the weekly 
ads Gibson will carry in the same 
list of newspapers. 


Christmas buying—so definite that | 


Canvassers Change Picture 


There are two reasons why 
Christmas greeting card purchases 
have been pushed up, Robert H. 
Stoddard, vice-president and di- 
rector of sales, says. One is that 
many people have learned to plan 
their cards earlier, thus not only 
insuring more leisure to do the. 
job properly, but also gaining the | 
advantage of a better selection. | 

The other reason, perhaps even | 
more important from the stand- | 
point of the card manufacturer | 
who sells through retail outlets, is 
that house-to-house canvassing on 
Christmas cards seems to be in- | 
creasing each year, taking a sub- | \\ | Seen nnn ns 
stantial bite out of the holiday | 
volume, which represents about | 
half of the total greeting card vol- 
ume for most retail outlets. Many 

| 


of the canvassers represent pub- | 
lishers who make only Christmas 
cards and do not sell through reg- 
ular retail channels. 

Gibson is backing up its early 
Christmas card advertising with 


- 


trade promotion pointing out these | | 
conditions, and asserting that re- | 
tailers can get their full share of | e 


the holiday business only if they | 
display Christmas cards early. 


One million dollars every year! That’s what it costs to com- 


" pile the names of all passenger car and truck owners in the 


Sell te Fabuous 
AMUSEMENT INDUSTRY 


fraction of their original cost. 


Names are available for every 


ith this new monthly business publication 
wed expressly to management interests and 
| physical property aspects of ALL LEAD 
NG BRANCHES OF THE AMUSEMENT 
IELD! 


neighborhood selection. And 


usement/ 


2 
e 


* STAGE & SCREEN edition 
25.191 Theatres and Auditoriums 


* SPORTS & PASTIMES edition 


8.483 Arenas, Stadia, Pools, Town and 
Country Clubs 

* DINE & DANCE edition consumer. Get in touch with 
4,503 Super Clubs and Ballrooms 


* BOWLING & BILLIARDS edition 
Circulation 12,929 


MULTIPLE ENTERPRISE section 
Covers all above 


FIRST ISSUE 
DISTRIBUTED IN SEPTEMBER 
Write today for rate card and copy 


of Preview Edition. 


HARRISON TOLER COMPANY, INC. 


<< WN. Michigan Ave. 16 West 36th St. 
Ch cago t, HM. New York 18, N. Y. 
: FiNanecial 0639 Tel.: LOngacre 4-3359 


&. 3 & He ie neg ES SO sy aca 
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ay 


350 E.22nd ST. 
CHICAGO 16, ILL. 


United States into a usable consumer mailing list. Yet these 
lists are yours to buy or use, in whole or in part, for a mere 


village, town, and city in the 


nation. In larger towns these names can be supplied by 


in all towns the names are 


available by make and year of vehicle. 


Obviously these lists are ideal for the advertiser of auto- 
motive merchandise—passenger cars and trucks, gasoline and 
oil, tires, batteries and accessories. 


_ But while the primary user of these lists is the automotive 

_ advertiser, they are used widely for mail order selling, mail 
sampling, dealer helps and straight institutional mailings by 
the advertisers of chewing gum, vitamins, clothing, millinery, 
clocks, radios, and many other non-automotive items. 


The national passenger car and truck owner lists have an 
infinite number of applications to the business of selling the 


your nearest Donnelley office 


te 


Pe ee eee re oy i ath 


305 E. 45th ST. 
~NEW YORK 17,N 


and learn how these automotive lists can be used profitably 


in your business. 


OTHER DONNELLEY SERVICES: 


@ DEALER HELP MAILINGS—including planning, supplying of 
mailing lists, printing, dealer imprinting, addressing, scheduling and 


mailing. 


@ CONTEST PLANNING AND JUDGING—supported by years of 


experience in handling the nation’s major contests. 


@ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 


national, regional and local campaigns. 


@ MAIL-AW AY PREMIUM SERVICE—executed by an expert staff 
geared to handle volumes of requests quickly and efficiently. 


@ SAMPLE MAILINGS—mass or selective coverage, including the 
complete job of addressing, packaging and mailing. 
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727 VENICE BLVD. 
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Advertising Age, August 16, 


Instant Check on 
Radio Listening 
Begun in Philly 


PHILADELPHIA — Sponsors who 
usually must wait a few days to 
find if they have been caught with 
their ratings down can watch the 
listening curve fluctuate by means | 
of radox. 

Sindlinger & Co. began operat- 
ing the service commercially here 
last week. Teletyped messages 
show what sets are tuned to 


which stations—AM, FM and tele- | 


vision—and dial 
occur. 

In the beginning 60 sets in 35 
homes will be covered, but within 
the next three or four months the 
researcher plans to attach between 
500 and 1,000 units to Philadelphia 
radios and television sets. 

Subscribers to the service will 
receive a complete background 
picture of the homes covered by 
radox. 
several dials shift during the mid- 
dle of his program will be able to 


Sy- 
20,000 WATT 
FM BROADCASTING 


WMBD advertisers can now reach 
more homes with FM sets in rich, 
xrosperous Peoriarea than ever 

fore. WMBD now gives the EX- 
TRA coverage of full power full 
time FM .. . full duplication of all 


AM programming. A bonus to adver- 
tisers at no added cost and a PLUS 
service to the many thousands in 
Peoriarea with FM sets. 


New Facilities 


For AM and FM. New power... 
new transmitter . . . new location! 
Result: 20°% more daytime AM 
coverage; 100° more nighttime 
coverage. To be announced soon. 


Advertiser 


WMBD in all 
cases gives network advertisers a 
bigger Hooper than the national 


REMEMBER - 


ratings . . . gives a bigger share of 


the audience than all other Peoria 
stations combined. 


PEORIA 


CBS Affiliate © 5000 Watts 


Free & Peters, Inc., Nat'l. Reps. 


__static-less— 


shifts as they | 


| 


An advertiser who sees | 


with clear | 


high Fidelity — 


survey the listeners on why they 
feel like changing stations at that 


| particular moment. 


Sets Basic Rates 

Instantaneous radox ratings will 
be available to stations, advertis- 
ers and agencies at a basic rate of 
$100 monthly, plus 1% of the sta- 
tion time rate for local programs 
or 2% of the network time rate 
| for a network broadcast. Sustain- 
| ers will be rated free for subscrib- 
ers. There will be a 4% addi- 


|within a few months. 


tional charge for an analysis of | handle the advertising of Youth 
program findings. Mode Bags, Inc., New York, man-| 
Sindlinger plans to introduce ufacturer of children’s and teen- 


York k agers’ handbags, and Imco Mfg. 
Tas Se mee Tax mere _Corp., New York, maker of cigaret 


A. C. Nielsen Co. provides sim- | lighters and smokers’ accessories. 


ilar figures with its instantaneous | 
Audimeter, but has not officially Kling Appoints Goff 

set up a commercial service. David A. Goff, formerly Chicago | 
display consultant with Hartwig | 


. Displays, Milwaukee, has been ap- | 
Two Name Kesslinger pointed account executive of the) 


J. M. Kesslinger & Associates,| display division of Kling Studios, 
Newark, has been appointed to; Chicago. 


HOJU Names Guzman 


Station HOJU of Aguadulce, 
Panama member of the Pana- 
manian Broadcasting Network, has 
| appointed Melchor Guzman Co., 
New York, as its United States 
and Canadian representative. 


F auerbach to Storm 
Marvin B. Fauerbach, formerly 

production manager of Lambert & 

Feasley, New York, has joined 


| Charles M. Storm Co., New York, 
| in the same capacity. 


The more sock . . . the more sell. 


And more than ever now, advertisers need that repetitive sock, sock, sock 
... that repetitive sell, sell, sell that only continuity in advertising can produce. 


In Collier’s, the same amount of money can buy more sales messages for 


your product or service than in other big weeklies. 


Taking less when you need more? 


Get the cost facts, and get the size and quality facts of the big, lucrative 


Collier’s market today. 


Write any of the Collier’s offices listed below. 


ou can buy 


New York, 250 Park Ave.; Chicago, 333 N. Michigan Ave.; Detroit, General Motors Building; 
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Boston, Statler Building; San Francisco, 235 Montgomery St. 
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dulce, 
Pana- 
‘k, has 
1 Co., 
States 


WAVE-TV Joins ABC 

WAVE-TV, Louisville, has been 
signed as an affiliate of ABC. This 
makes 15 television stations which 
have agreements with the Ameri- 
can network. WAVE-TYV, the first 
video outlet in Louisville, is 
scheduled to go on the air Oct. 15. 


Appoints Lyon 

Globetrotter Luggage Mfg. Co., 
New York, has appointed S. Duane 
Lyon, Inc., New York, to handle 
its advertising. 


Pepsodent, Dan 
River, Florists 
Aid Nurse Drive 


New York — Dan River Mills, 
the Florists’ Telegraph Delivery 
Association and the Pepsodent di- 
vision of Lever Brothers have 
sponsored nurse recruitment ads 
in national magazines during 1948, 
according to the Advertising 
Council, whose “Hospital Career” 


program is carried on in coopera- 
tion with the American Hospital 
Association. 

Dan River Mills is sponsoring a 
one column ad in the August is- 
sues of Charm, Glamour, Made- 
moiselle and Seventeen while the 
Florists’ Telegraph Delivery As- 
sociation has scheduled a full-page 
ad in the Aug. 14 Saturday Eve- 
ning Post. Pepsodent advertise- 
ments, featuring Mary Louise 
Shine, the nurse who posed for 
illustrations in the council’s cam- 


paign materials, have appeared in 
21 national publications during 
July and August. 


All Media Cooperate 


More than 74,000 car cards have 
been posted as a public service by 
the transportation advertising in- 
dustry and newspapers through- 
out the country have ordered 7,292 
mats of advertisements ranging in 
size from drop-ins to full page. 
The outdoor advertising industry 
has contributed 2,082 24-sheet 


posters for displaying the hospital 
career outdoor drive. 

Circulation for the first 28 weeks 
of the campaign on the four net- 
works totaled 800,000,000 listener- 
impressions. More than 250 com- 
mercial and sustaining programs 
carried recruitment messages 
through the council’s network al- 
location plan. 

Studies made by the National 
League of Nursing Education of 
the 1,200 nursing schools indicate 
that the goal of 50,000 student 
nurses will be reached this Sep- 
tember. Anson C. Lowitz, vice- 
president of J. Walter Thompson 
Company, New York, volunteer 
agency, is the coordinator of the 
campaign and Jean Flinner is the 
council’s staff executive on the 
campaign. 


| McGiveran Promoted 

| Stanley J. McGiveran, vice- —*,' 
| president of Owens-Illinois Glass 
|Co., Toledo, and general sales 

| manager of Kimble glass division, 

has been appointed general man- 

ager of the division. 


there's a | 


reason 


MADE MONSTERS 


Young homemakers have 
open minds to new ideas 
for better living! 

They will open their 
minds and purse strings 
to you... if you 


open their eyes to 


your products through 


the pages of 


MABEMOISELLES 


IVING 


the magazine for 


smart young homemakers 


A Street & Smith publication 
122 East 42 Street, New York 17 
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_ WHN Gets New 
Name (WMGM) 
and New Studios 


New YorkK—WHN, second oldest 
radio station in the city, has 
changed its name to WMGM. 

The 50,000-watt independent, 
owned by Loew’s, Inc., which also 
owns Metro-Goldwyn-Mayer, will 
begin using the new call letters 
on Sept. 15 when its new $1,000,- 
000 studios at 711 Fifth Ave. are 

* opened. 

WHN’s 18,000-watt FM affiliate, 
previously known as WMG\M, will 
be renamed WMGM-FM. This 


FREE Increase reader 
hip of your ads 
with LIF B-like EBYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly Mat or Glossy 
Print plan at low cost. 
Write for new FREE | 
preofs No. 108 No obliga- 
tions. EYE*CATCHERS, 
10 E. 38 St., N. ¥. C. 16. 


| magazines scheduled. 


outlet -will duplicate 20 hours of; Belding, New York, handles the 
programming daily from its sister | advertising for RKO, which is re- 
station. | leasing the picture. 

Station officials say the name| _—__— 
shift marks the beginning of 8 | Delan Joins Flint 
‘los i t | 
more ag agen 7 aoa tte oe! Ruth Delan, formerly assistant 
: ; to the president of Eversharp, 
studios. Regular broadcasts from|},. and director of public rela- 
the West Coast where M-G-M has | tions of Eastman Associates, has| 


an FM grant are planned for the/| joined Flint Advertising Asso- 
future. ciates, New York, as director of 


| public relations in charge of tele- 
m vision. 
Launches Drive Apes Sa 
. ‘ ° 

for ‘Joan of Arc Offers Packaging Course 

Magazine advertisements for| A package design course will 
“Joan of Arc” are now appearing | be offered this fall at the School 
probably a full five months be- of the Art Institute, Chicago, be-| 
fore the picture’s initial release ginning Sept. 20. The course will | 
date, and a full half-year before) be conducted by Walter Stern, 
it is generally released. An in- packaging director of Barnes & 
complete list showed 12 national Reinecke, and will be held in the 
magazines and a group of fan/eyening school Monday and Fri-| 
| day. 

In mid-November, copy will ap-| ’ a 
pear in The American Weekly, : 
newspapers of the Metropolitan Appoints Klemtner 
Group, and in newspapers of 50| Wallace Laboratories, Inc., has 
cities. Local radio and outdoor| appointed Paul Klemtner & Co., 
will be timed to coincide with the} Newark, as its business consultant 
picture’s release. Foote, Cone &| and advertising agency. 


| 


| 


| 


What's this... WSM Cigarettes? 


W... one of our 7'2 million listeners asks 


for cigarettes, he is guided by an invisible label on 


the pack. The odds are he will ask for a WSM adver- 


tised brand ... because through years of consistent 


listening he has built up a respect for the commercial 


messages on this station. To him, the name on the 


product is closely associated with this invisible label 


— WSM’s stamp of approval which our listeners use 


as their buying guide. 


HARRY STONE, Gen. Mgr. 
$0,000 WATTS + 


CLEAR CHANNEL + 


* IRVING WAUGH, Com. Mgr. «+ EDWARD PETRY & CO., National Rep. 


650 KILOCYCLES + NBC AFFILIATE 


The Homer J. Buckley chapter of Alpha Delta: Sigma, national 
professional ad fraternity, was inaugurated Aug. 3 at DePaul 
University Chicago. It was named, of course, for the president of 
Homer J. Buckley & Associates, long a leader in Chicago adver- 
tising circles. . . 

Marvin L. Rand, news bureau dir. of Klau-Van Pietersom-Dun- 
lap, and Jack F. Roestel, employe relations dir. of Chain Belt Co., 
are the new editor and business mgr., respectively, of the Mil- 
waukee Adclub’s monthly magazine, ‘“‘The Torch,” which is actu- 
ally the showpiece for Milwaukee graphic arts and ad fraterni- 
ties... 

It’s reported that James F. Bell, founder of General Mills, who 
celebrates his 69th birthday on Aug. 16, never misses his morning 
bowl of Wheaties. . . Justin Miller, NAB president, has been ap- 
pointed a member of the National Citizens’ Committee for United 
Nations Day, Oct. 24, and chairman of the subcommittee on radio 
and television by Secretary of State George C. Marshall. . . 

Joan A. Geiger, research manager of Ted Bates, New York, is 
enjoying the cool breezes of Lake Champlain this month. . . Joan 


GOOD FISHING—Another angler who had a July vacation in Wisconsin is 
John J. Pollock, of the Chicago office of True Story. He and his daughter 
Marianne proudly exhibit their string of wall-eyed pike caught at Wildcat Lake. 


Lane, publicist at Selznick Studios in Hollywood, and known to 
many New Yorkers when she did publicity for the Woman’s Home 
Companion and CBS, finally let out the secret that she and Jack 
Rourke of Jack Rourke Productions, Hollywood, have been mar- 
ried since last Dec. 8. . . Dan Rubin, radio-television director of 
Slans & Maury, New York, became engaged recently to Ruth 
Deutsch. . . 

Countess Francoise Frochot, executive of the Abbott Kimball 
Paris office, is visiting the New York, Los Angeles and San Fran- 
cisco offices of the agency this summer. . . James H. McGraw, 
president of McGraw-Hill, returned from a tour of Europe on the 
Queen Elizabeth a few weeks ago... 

Sheldon F. Sackett (publisher of the Times, Coos Bay, Ore., and 
owner of KOOS, Coos Bay, 
KROW, Oakland, and KVAN, 
Vancouver) and Mrs. Evelyn 
Schwabe, who were married in 
San Francisco Aug. 2,:flew to 
Hawaii for a honeymoon at the 
Royal Hawaiian in Honolulu... 

C. M. Robertson Jr., pres. of 
the Ralph H. Jones Co., Cin- 
cinnati, gave the agency’s 
clients a television luncheon at 
the Terrace Plaza Hotel Aug. 
4 to acquaint them with the 
latest techniques and commer- 
cial developments of the me- 
dium. . . Second in the “Mod- 
ern Industry Series,” published 
jointly by Funk & Wagnalls 
and Modern Industry, is “How 
to Reduce Distribution Costs,” 
by Richard D. Crisp, director of 
market research at Tatham- 
Laird, Chicago agency. . . 

John G. Wilson, v.p. and gen’! 
mgr. of the RCA Victor di- 
vision, dug out the wedding 
march record when his daugh- 
ter Jean, who is with the New 
York Journal of Commerce, 
married George F. McCann Jr., 
of the New York Herald Trib- 
66::;.. . 

Some 20 leading British admen and women had an informal get- 
together for F. E. Davis, mgr. of the international editions, and 
Henry McNulty, gen’l mgr. of the European edition of Newsweek, 
when both were London visitors the last week of July. Mr. Davis 
will return to the U. S. at the end of August, after a trip to con- 
tinental Europe... 

John Canning, assistant public relations dir. of Standard Oil Co. 
(Indiana), and his family—Kay, Skipper and Emily Jane—have 
left Chicago’s South Side to join the suburbanites in Homewood, 
Ill. . . William Ramsey, director of radio for Procter & Gamble, 
is chairman of the radio committee for the Garden Center Street 
Fair, to be held at the Cincinnati Zoo, Sept. 24-26... 

G. Grover Delaney, gen’l mgr. of WTHT, Hartford; Frederick E. 
Baker, pres. of Baker, Cameron, Soby & Penfield, and Charles 
Brunelle, pres. of Charles Brunelle Co., Hartford agencies, were 
among the speakers at an advanced course in advertising, publicity 
and public relations conducted at the Northeastern Institute, Yale 
University, this month. . . 


PRIZE—Felix Willy of Hotel Monthly, 
Chicago, uncle of the editor and 
publisher, Knight Willy, hoists his big 
musky catch for the cameraman at 
Boulder Junction, Wis. 
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Advertising Age, August 16, 1948 


Dormeyer Spends 
$75,000 on Fall 
Copy in Dailies 


Cuicaco — Dormeyer Corpora- 
tion will spend $75,000 on the 
company’s largest newspaper cam- 
paign this fall plus a four-color 
page running in The Saturday 
Evening Post from October 
through December for the Dor- 
meyer electric food mixer. 

The announcement, made at a 
Dormeyer luncheon for publish- 
ers’ representatives, marked ex- 
pansion of the company’s policy 
of stressing newspaper advertis- 
ing—a policy begun a year ago 
with the company’s first newspa- 


per drive and the first use of full 
pages in newspapers by the in- 
dustry. 

Half-page ads will break 


in | 


newspapers in 41 cities Sept. 15) ‘K 


and will continue through De-| 
cember. The first ad, which will | 
also appear in color in the Post in | 
October, shows the company’s 
three lines, retailing at $24.95, 
$29.95 and $37.50 (plus $1 west of 
Denver). Copy proclaims, “You 
dial it—Dormeyer does it.” Deal- 
ers will receive newspaper mats 
and point-of-sale material. 
Marvin E. Allesee, sales man- | 
ager, said that the company sold 
more mixers in 1945, 1946 and 
1947 than all other makers and 
that $95 out of every $100 spent. 
on retail mixer ads in that period 
was for Dormeyer. The company, 
he said, is aiming at a potential | 
market of 23,800,000 domestic and | 
rural electric customers who do | 
not have mixers, or 72.2% of this | 
country’s 33,050,000 such custom- | 
ers. | 
John W. Shaw, Inc., here, han- | 
dles the account. 


Leaves TV Producer 


Norman C. Lindquist has re-| 
signed as vice-president in charge 
of sales of Television Advertising | 
Productions, Chicago. Mr. Lind-| 
quist, who is on the faculty at) 
DePaul University, is said to have | 
organized the first TV advertising | 
class at any college. 


Leaman Joins KFI-TV 

James Leaman has joined KFI- | 
TV, Los Angeles, as studio direc-| 
tor. For the past three years he! 
has been free lancing as a tele- 
vision consultant on programming, | 
studio design and processing of 
FCC applications. 


$7,000,000 
IN PISTON RINGS 


Of the billion and a half dollars spent 
by Motor-Freight Carriers last year, 
$7,000,000 went for piston rings. 
How much of this business did you 
get? If you'd like to get more, adver- 
tise your wares in TRANSPORT 
rOPICS, the publication nine out of 
every ten For-Hire Truckers read and 
prefer. 16,000 paid copies weekly ;— 
15,000 third-Monday distribution. 


Transport Topics 


‘he National Weekly of the Motor-Freight Carriers 


Washington 6, D. C. | 


IPI Announces Contest 


York, will for the 13th consecu- | 
tive year sponsor the IPI essay | 
contest in cooperation with the 
National Graphic Arts Education | 
Association. This year’s subject 
is “Printing and Free Govern- 
ment.” 
to $5 will be awarded the winners. 
The contest will be open to reg- 
istered students of any accredited 
high school, trade school or pre- 
paratory school. 


tion Week, Jan. 16-22, 1949. 


Mayne Joins KGO 

Marilyn Mayne, formerly pub- 
licity director of John Robert 
Powers, New York, and more re- 
cently editor of the Bureau of In- 
dustrial Education, California De- 
partment of Education, has joined 
ithe advertising, promotion and 
publicity department of Station 
GO, San Francisco. 


‘Noma Promotes Megrue 


International Printing Ink, New | 


|a year ago, has been appointed 
assistant advertising manager. Be- 
fore joining Noma, Mr. Megrue | 
was production manager of Perry- | 
Brown, Inc., Cincinnati. 


Adds Stokely 


James F,. Megrue, who joined 
the Estate Heatrola division of 
| Noma Electric Corp., Hamilton, O., 


Composition Co., 


John Stokely has joined A-1l 
Chicago, i 
| sales and service capacity. 


Prizes ranging from $500 | 


Prizes will be. 
awarded during Printing Educa- | 


This is a Maxwell Spectacular Sign, lo- 
cated on the Boardwalk at Atlantic City. 


Its Built-Out Seal, Weighing |!/2 tons, is 
actually sculptured; so is the Revolving 
Ball, surfaced with 7200 pieces of red and 
white Mirrored Glass. 


It is unique because its Motor-Driven 
Mechanical Actions compel attention by 
day as well as by night. 


ONE current and correct source for 
answers to Cincinnati market questions? 


ASK THE POST! 


Here’s valuable information: 


FAMILY DATA 


New information on city zone families by size, 
income level, home ownership, home values, 
rentals, workers per family, occupations, race 
and age. 


NEWSPAPER READERSHIP 


Unbiased answers to your questions on Cin- 
cinnati newspaper readership by income level, 
exclusive readership, circulation duplication, 
market coverage. 


RETAIL SALES OF DEPARTMENT 
STORE TYPE MERCHANDISE 


New survey gives point-of-purchase data on 
wearing apparel, furniture, home furnishings; 
brand preference and point of purchase for 
appliances. 


CONTINUOUS GROCERY INVENTORY 
Shows month-by-month sales and stock on 
hand for 40 grocery product classifications. 


GROCERY DISTRIBUTION CHECK 


Shows percent of distribution for 51 major 
grocery classifications stocked by chain and 
independent outlets. 


In addition to these special studies, The Post has compiled a wealth 
of pertinent market data that is not available from any other source. 
For market and marketing information tailored to your 
specific needs—ask The Post! 

Remember, too, that more than half a million Cincinnatians are 
reached by The Post each week-day. 


incinnati Post 


THE NEWSPAPER FOR ACTIVE cincinNATIANS 


Robert K. Chandler, Manager, General Advertising 
CINCINNATI 2, OHLO 


Represented by the General Advertising Department of Scripps-Howard Newspapers 
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Set Automotive Show 


The automotive service indus- 
tries show, sponsored by the An-| 
tomotive Advertising Council, will 
be held in Chicago Dec. 6-10 at | 
Navy Pier. 


be, Names Randall-Falk 


. Randall-Falk Associates, New 
York, has been appointed public 
relations counsel for Barker 
Greeting Card Co., Cincinnati. 


“That Fellow Sott™ 
Creates the Unusual in 
Advertising that's salably 


sound! 
Special or regular assign- 
ments ed from adver. 


|Kable Marks 50th Year | 


| central figure to be honored will 


The week of Aug. 23 will com-| 
memorate the 50th anniversary of 
Kable Brothers Co., Mount Mor- 
ris, Ill., publication printer. The 


be President Harry G. Kable, who, 
with his twin brother, the late 
Harvey J. Kable, started the busi- 
ness in 1898 in a room over a cor- 
ner grocery store. 


Dickinson Named V.P. 


John E. Dickinson has been | 
named vice-president in charge of | 
advertising and director of sales. 
to retail customers of A. H. Wein- | 
brenner Co., Milwaukee shoe man- | 
ufacturer. Mr. Dickinson has been | 


Ad Blast Set for 
Number Change on 
1,500,000 Phones 


(Continued from Page 1) 


your telephone number on C- 
Day.” The box with that slogan 
will appear thereafter in all news- 
paper ads. Body copy explains 
that all numbers will be changed | 
in Chicago, Evanston and Win-| 
netka, and explains how the new | 


associated with Amity Leather ‘dialing system works. | 
Products Co., West Bend, Wis., for| Similar size ads on a similar 
14 years, and will continue as a | schedule will continue until the | 
director of the company. ‘final week. The headlines tell the | 
| story: “How to find your new| 
|C-Day number”; “Look for your 
C-Day telephone directory”; 


accept 
tisers and agencies. 


Leo P. Bott, Jr. 
CAE. Jackson (| CHICAGO 
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|“Here’s a C-Day gift for you” (a 
/personal telephone directory, de- 
livered with the big book, to carry 
| frequently-called numbers). 


| Deliver—Retrieve 


i.) 


| The new phone directories will 


be delivered to homes beginning 
a month in advance. To reduce 
confusion from too-eager dialers, 
ke red warning sign “Do not use 
| cover. 

| As soon as the day arrives, fresh 
_ecrews of phone book distributors 
_ will pass out the new Red Book, 
‘and at the same time will don 
| their best persuasion robes to col- 
lect all of the old directories they 
'ecan find. Since the distributors 
usually neglect to retrieve the old 
|editions, soothsayers predict a 
/mountain of scrap paper will be 
| assembled. 

| The final week of the news- 
| paper promotion will employ ads 
up to 1,200 lines on a daily basis 
'in all metropolitan papers, plus 
| the 64 neighborhood and foreign 
| language newspapers, culminating 


| with an announcement: “Today is 
| C-Day.” 
| Tllinois Bell purposely chose 


| Saturday as the day, since phone 
| traffic is light, yet heavy enough 
| to show up any trouble spots not 
|covered by the detailed plans. 
| Sunday, of course, can be used to 


until Sept. 18” is stamped on the | 


o- 
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| Evanston. 


Direct mail will really swing 
into action, however, when a form 
letter to over 1,500,000 subscribers 
goes into the Post Office just prior 
to C-Day. The letter includes two 
pocket reference cards with com- 
plete instructions on dialing the 
new numbers and fits the average 
wallet with room to spare. 

Unwilling to overlook a bet, 
Illinois Bell Telephone Company 
will use the legend “All phone 


| numbers change on C-Day” on all 


metered mail after Aug. 16, has 
completely changed the tradition- 


' ally dull introductory pages in the 


directory, uses the new system in 
all demonstrations before clubs 


and other fraternal groups, will 
| install cards in all phone booths 
and on telephone face plate cards, 
C-DAY—lllinois Bell Telephone Com- | and offers mats and glossies to 
pany's saturation to inform Chicago | local retail advertisers who wish 
area telephone users about their new _ to advertise their new phone num- 


phone numbers uses copy like this in 

69 metropolitan, community and foreign 

language newspapers, on a high-fre- 
quency schedule. 


including the foreign language 


outlets. 


bers (already, a large group of 
the larger stores have agreed to 
tie in). 

Employe Push Started 
stop 


Nor will the campaign 


In addition, Illinois Bell has | there. All supervisors have been 


made a one-minute movie trailer, 


has already scheduled it for 175 


| 


local theaters, and hopes to line 


during the week of Sept. 
The film also will be shown twice 


/up the remainder for showings | 
12-18. | 


daily on both local video stations. | 


In its attempt to saturate the 
Chicago market, the company also 


has scheduled 100% showings on | 


car cards of commuter trains en- 
tering the city, plus buses, ele- 
vated and subway trains, and for 
riders who miss the cards, three- 


| sheet, four-color posters will greet 


them at all elevated, subway and 
Illinois Central station platforms. 

On Aug. 19, three days after the 
large space newspaper ads explain 
what C-Day is, 160 24-sheet post- 
ers in Chicago and 14 in Evanston 
will carry the word, with 50% 
illumination. 


1,500,000 Letters 
Also during the same week, dis- 


| tribution will begin on 2,000,000 


iron out difficulties, in preparation | 


for the regular traffic on Monday. 
Even Reminder Ads 


On Sunday following the 
change-over, three 150-line re- 
minder ads will run on separate 
pages of the same issue of the 
Chicago Sun-Times and Tribune, 
and on Monday, commuters will 
find another 1,000 liner headed: 
“Your phone number and 1,500,- 
000 others have been changed.” 

Other reminders will run on 
Tuesday and Thursday, with the 
three Sunday reminders repeated 
on Wednesday, followed by simi- 
lar copy in the community and 
foreign language papers, and end- 
ing with thank-you-for-your-pa- 
tience copy. 

The radio promotion, also 
placed through N. W. Ayer & Son 
here, gets off to a fast start on 
Aug. 30, continues past C-Day 
(Sept. 18) until Sept. 23. Chain 
breaks and one-minute spot an- 
nouncements comprise the bulk of 
the schedule. 

All 15 local stations will carry 
transcribed plugs for the change- 
over, featuring the voices of Bob 
Elson, Don McNeil, Dave Garro- 
way, Tom Moore, Tommy Bart- 
lett, Jim Ameche, Norman Ross, 
Jack Brickhouse, Kleve Kirby, 
John Harrington, Cliff Johnson, 
Fran Allison (Aunt Fanny on the 
“Berakfast Club’) and other local 
radio lights. 


Movie Trailer Too 


The 762 radio spots and breaks 
will build up to a crescendo dur- 
ing the final week, when more 
than 250 are scheduled over every 


match books. They will be sold, 
through drug, cigar and grocery 
outlets, on a schedule prepared by 
National Match Book Advertising 
Company. 

Envelope stuffers will be en- 
closed with August phone bills to 


| residents in suburban areas which 


are not directly affected in the 
change-over, explaining the new 
setup in Chicago, Winnetka and 


supplied with speeches and an- 
nouncements for use at all clubs 
to which they belong. Dialers who 
call for the time or for weather 
information will get a briefing on 
the change-over, all windows of 
all company buildings will carry 
reduced posters, other advertisers 
with gigantic spectaculars on the 
lake front have agreed to carry 
the Illinois Bell message, and the 
company’s own employes are get- 
ting a steady stream of explana- 
tory letters, bulletins and progress 
reports. 

In planning the drive, the com- 
pany and N. W. Ayer & Son were 
confronted by special problems in 
several of the suburbs. In Win- 
netka, for example, many of the 
numbers have but two digits, and 
will be changed at the same time. 
In River Grove, local calls already 
are made on the new “two-five”’ 
basis’ In each case, therefore, 
separate local campaigns have 
been organized in those communi- 
ties to mesh with the over-all 
effort. 

Because of the importance of 
C-Day to phone users, the com- 
pany has scheduled its press con- 
ference one month early, to in- 
sure that all reporters, local col- 
umnists and radio news men have 
all of the facts on the shift and, 
of course, volumes of supplemen- 
tary material will be available. 


In Wealthy Ohio 


OVER 500,000 DAILY CIRCULATION 
OVER 1,500,000 READERS 


You're only doing half a job in Ohio if you are 


not using the 49 newspapers of the Ohio Select 


List. Here’s why: over half of the people of Ohio 


live outside of the metropolitan market areas. To 


reach our 1,500,000 loyal readers, you must adver- 


tise in the 49 daily newspapers of the Ohio Select 


List. If you want your share of this highly indus- 


trialized city and wealthy farm market — write, 


wire or phone. 


SELECT LIST 
NEWSPAPERS 
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Gulf Publishing McDaniel Promoted 


Unique St. Louis 


Hobart C. McDaniel has been 


Wins Court Case 
Over ‘World Oil’ 


tions 


Coast, the federal district court of | 
southern California upheld the 


He succeeds Carl E. Nagel, who} 
has resigned to join McGraw-Hill 


named manager of the technical | Ad Club Meeting 


|press service in the public rela- 
department of 
| house Electric Corp., Pittsburgh, 
Houston — In the first publica- | Where he will be responsible for | 


tion case of its kind on the West| the company’s publicity in the) vertising Club held its meeting 
| technical and trade publications. 


Westing- Feld on 6 Buses 
Str. Louis — The St. Louis Ad- 


| last week on six buses. 


right of World Oil to the use of! Book Co., New York, as editor of | FM which demonstrated the new 


that name. 


The publisher of World Petrol-| ing and industrial fields. 


eum had asked the court for an in- | 


junction against Gulf Publishing Heads Record Service 


Company here to prevent them 


World Oil. 


Harry Lewis has resigned as | - 
from using “World” in the title of | art director of Decca Resende to| installed FM 


‘head the newly organized National | served with box lunches by at- 


| day test. Club members riding in 
|the buses heard a special broad- 
'cast from KXOK-FM over newly 
receivers while 


The court held that the name Record Service, 34 E. 39th St., | tractive hostesses. 


World Petroleum, which the plain-| New York, which offers a com-— 
tiffs had registered several years|Plete merchandising ser\ 
ago, was a descriptive name, and| record dealers. Material includes 
. record 
sive right to the use of the word | @@aler imprint, with listings of all | 
major record companies, to serve : 
‘as a single over-all merchandising | brief addresses by John C. Wilson, | 
| president of Public Service Co., 


thus the plaintiffs had no exclu- | S¥ndicated 


“world.” 
World Oil formerly was known | id 
as The Oil Weekly. The court | *% 


In each bus, KXOK-FM execu- 
tO | tives described transit radio and 
|answered questions. The special 
| broadcast, which replaced the 
|}usual luncheon speaker, included 


service 


catalogs for 


The host was Station KXOK-| 


transit company; John C. Baine, 
vice-president; and C. L. Thomas, 
general manager of _KXOK-FM. 
After touring downtown St. Louis 
and Forest Park, the buses pulled 
up at the Statler Hotel as the 
| unique meeting was adjourned. 

If the test succeeds, transit 
|radio will be installed in 1,300 
buses and trolleys here. 


| mail sales books for the engineer- | “transit radio” that has been in-| Adel Promotes Miller 
| stalled in 20 buses here for a 60-| 


| representative, has been appointed 
sales manager of Adel Precision 
Products Corp., Los Angeles. 
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Fred T. Miller, West Coast sales | 


@ EXPORT @ 
TRADE « SHIPPER 
Circulates in the U. S. A. 
it is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


1200 West Lake Street 
phone TAYlor 4260 
Chicago, Illinois 


ruled that its publisher had taken 
every reasonable precaution to 
prevent confusion in the minds of 
oil men, advertisers and advertis- 
ing agencies concerning the two} 
publications. 

The 22-page opinion contains 
procedures and reviews of prece- 
dents which lay the groundwork 
for similar West Coast lawsuits. 


Sackett Opens Branch 

Barnard L. Sackett Television 
Agency, Philadelphia, has opened 
a branch office in New York at 
254 W. 54th St. Wick Adames, who 
joined Sackett last June as a script 
writer, has been promoted to ex- 
ecutive coordinator in charge of 
the Philadelphia operation. 


‘Post’ Promotes Ford 
William V. J. Ford, classified 
advertising manager of the Boston 


(Or “How General Accounts ...Trucks, Tires, 

Tractors, Water Systems and Poultry Allied 

Industries Use Pee Jay To Open Poultry 
Raisers Doors”) 


Post for the past 10 years, has 
been named advertising director, 
succeeding Charles W. Rogers. Mr. | 
Ford started with the Post 26 
years ago as a reporter. 


“ee > - 


Joyce Appoints Bowen 
Kip Bowen has been appointed 
assistant to C. Mort Phinn, sales- 


man in charge of middle western He never tires! For over 


< 
 % 


Pee Jay Believes That You 
WN Gotta Make Calls To Get Results! 


General Poultry Allied Industry Advertisers 
who know the consumer impact for their 


Firestone Tire & Rubber Co. 13 


Ford Motor Co. . . . ~. ‘13 
Assn. of American Railroads = 12 
Lederle Laboratories. . . 12 
Allis-Chaimers, 2 . . . 10 
United States Rubber Co. . 10 
John Deere&Co. . . . 9 
General Motors Corp, . . 8 
The Great Atlantic & Pacific 

Tea Co.. : 8 
Minneapolis-Moline . 5 
B. F. Goodrich 4 
Curtiss CandyCo. 2 2. . 2 


* Figures indicate number of yeors 
in The American Poultry Journal 


and northwestern territories for 74 years Pee Jay has been 
Joyce, Inc., Pasadena, Cal. Mr. IN * 
Bowen has been with Joyce for calling monthly on the products assured by Pee Jay. 
th . 2 . F 
hiaeadlaiapet in coun poultry raisers of the United States ... one of IN SERS eee, . 5 
KMOX Names Gredell the “Big Four” producers of farm prosperity ! United States Steel. . . 50 
Albert J. Gredell has been ap- + n Parke-Davis & Co. u 
pointed promotion manager of rd 
Station KMOX, St. Louis. | IN Pratt Feed Ce, a 
On farms today there are 4,152,275 autos, Quaker Oats Co... 33 
| 1,490,300 trucks, 2,421,747 tractors... 1,679,023 Chevrolet Motors . % 
| farms with running water, 2,787,624 farms with aN National Oil Products Co. . 23 
| electricity (another estimated 2,000,000 by 1950) sessment ~ -s 
| 4,264,007 with radi 66 ith teleph ‘A 2 = 
. . with radios, 1,866,109 with telephones. General Mills 49 
Pee Jay is on the job day and night... bringing Fairbanks-Morse 16 
. specialized information designed especially for, and i International Harvester Co. 16 
: in the interest of, its half-million readers. Dodge Motor Trucks . 13 
Low Cost Typesetting! 


“Fe ~t 
"It’s a fact,” says Pee Jay... 
“Twenty-five of the nation's 
leading Poultry Allied Indus- 
tries have ‘hired’ Pee Jay for up 
to 50 years to make calls and 
produce sales for their organi- 
zations. Reason? It's logical! 
by The American Poultry Journal 
is read by 93.4% of the men and 82.5% of the women 
on the highly productive poultry farms of America.” 


Yes, Fototype gives you a way to 
knock out heavy typesetting costs 
and expensive delays. Sharp, clear 
letters on white card-stock or acetate 
make composition so simple that any- 
one in your office can handle it. 
Speedy Fototype saves up to 90 per 
cent over metal typesetting, puts 
control of production right in your 
hands! Ideal for setting heads, dis- 
play lines,or complete ads. Whether 
your printing is done by quality off- 
set, or a small office duplicator, Foto- 
type will make typesetting a matter 
of minutes. Ask for FREE illustrated 
catalog showing method and speci- 
men type faces. This entire ad set 
with Fototype! 


Pee Jay knows that readers of The American 
Poultry Journal are High Income Farmers. Even in 
normal times, they are in the top brackets in farm 
income ...and last year their gross income was the 
highest in history, $3,121,040,000. 


PEE JAY SALUTES BIG BUSINESS -THE POULTRY INDUSTRY 


ADVERTISING REPRESENTATIVES 
MINNEAPOLIS — J. P. MALONEY CO. NEW YORK—A. B. McCLANAHAN CO. 
1019 Northwestern Bank Bidg. 295 Madison Avenue 
Phone Atlantic 2229 Phone Lexington 2—1234 
LOS ANGELES—ROBT. W. WALKER CO, DETROIT—HIL. F. BEST 
684 S. Lafayette Pl. 131 W. Lafayette St. 
Phone Drexel 4388 Phone Randolph 7298 
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Maybe you're the big fellow with the glittering Our formula is simple. We build you up with 


1,725,663 boys and young men—among the cream 


4 crown. ’ou're on top and want to stay up there. 


y 
+ 
i 


Or maybe you're the little fellow armed only with of America’s dynamic young manbood. 


a small slingshot—and ambition to reach the top. We do a lasting job—a lifetime job! 


Whichever you are, we can do a lot for you to help Ask the best-known names in American industry what 


you stay right on top, or to get to the top! their experience bas been. Then Act! 


BOYS LIFE 


—the national magazine for boys Published by the Boy Scouts of America 
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Advertising Age, August 16, 1948 


PHOTOGRAPHIC REVIEW OF THE WEEK 


ESSO WARNING—Robert M. Gray, extreme left, manager of the advertising- 

sales promotion division of the Esso Standard Oil Co., explains Esso’s new 

traffic safety poster prepared in cooperation with the Advertising Council's stop 

accidents campaign. The poster is being displayed on 3,600 Esso outdoor panels 

in 18 states. Left to right are Mr. Gray; L. E. Ulrope, Esso’s vice-president in 

charge of marketing; S. C. Hope, Esso's executive vice-president, and T. S. 
Repplier, president of the council. 


F 


CAR CARDS HIT MARK—Central Bank, Oakland, Cal., reports excellent re- 

sults from this car card series, which was developed from an earlier news- 

paper series using the same captions and cartoons. Emil Reinhardt Advertising, 
Oakland, is the agency. 


DEMONSTRATES SLEEP SELECTOR—Paul Hake, sales director of A. Brandwein 
& Co., Chicago, and Marvin H. Frank, executive vice-president of W. B. Doner & 
Co., the company's agency, watch a model demonstrate the Sleep Selector oper- 
ation of the Granada mattress. Pulling a cord through adjusting buttons on 
cither side of the mattress provides a firm, flat bed; releasing the cord makes 
the mattress soft and resilient. 


MINIATURE—Tenite plastic makes this 
chapel ring box for engagement-wed- 
ding ring sets. The cushioned tray slides 
in and out, and the doors pivot on pins 
molded of Tenite. The package is man- 
ufactured by Melmar, Inc., Hoboken, 
and molded by Designs, Inc., North 
Bergen, N. J. 


Starring ia RAO's "1 Remember Wame” 


Srone Denne chooses 


EASTERLING Sterling 


.+. silver selected in home privacy 


AMERICAN CL atEIe 
for tradition “ 
Irene Dunne. whose home reflects her exquisite 
taste. chooses gleaming Easterling Sterling Silver 
because she wants only the finest of sotid alver, 
fashioned into a pattern of infinite perfection 


You, too, will want Easterling Silver to set the 
tradition of quality in your hame to add ever. 
increasing beauty through years of service 


Because you should select this lifetune Weare 
theughtfull y 
silver specialist brings Easterling Silver to your home 


uaburnedly an snformed 


Write, or telephone, for an appostenent 


See color photographs of Hollywond's leading aars and their 
tashie writen, a ba pase, Dupe book, “Sleer Setungs for the 
Stars . soe theit secvets of mevewfil entertaameng. 
the wa “Send 2 laa for your topy. 


Hand. efit patos. eg ey ee ewes 
SOUTHERE GRANOEER for romance 
momen for the future 

sostmany for remembrance 


GETS PUSH—Tot-Lite, plastic night w,) 
light for nurseries, made by Totline (AGS Hosen’ prt Ilana —eymmeny in alee 


Corp., Brooklyn, is backed by General 

Electric advertising through G. M. Bas- 

ford Co. and a Monsanto schedule 

through Gardner Advertising Co. It is 

molded from Monsanto's Lustrex plas- 

tic, and uses a G-E bulb and Flamenol 
power cord. 


TWE CASTERLING COMPANY, 396 Se Wells St, Chicage @, tit reas gaibe’s 


ACCEPTANCE—Easterling had no trouble finding movie stars who used its 

silver when it decided to use the testimonial type of ad shown above. Seems 

that a surprising number of them already had it. Aubrey, Moore & Wallace, 
hicago, is the agency. 


- a — - 
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A FIRST FOR LOS ANGELES—This Glo-Board, developed by Hamdon Corp., outdoor advertising company, has been installed 

in downtown Los Angeles for the Las Vegas, Nev., Chamber of Commerce. Designed on the shadow-box principle, the display 

panel is set back from the border, which incorporates a hidden lighting system, giving an even distribution of illumination. 
Copy was prepared by West-Marquis, which plans to use Glo-Boards for some of its other accounts. 


ATLANTIC COUNCIL MEETS—Taking time out for an amusing story or two while attending the meeting of the Atlantic 
Council of the Four A's in Philadelphia are (left to right): Wesley M. Ecoff, president of Ecoff & James and chairman of the 
council; A. E. Morgan, secretary-treasurer of the council; Walter Craig, vice-president and director of radio, Benton & Bowles; 
George L. Ogle, staff executive of the national Four A's; Dr. Peter Langhoff, manager of research, Young & Rubicam, and 
Howard Medholdt, governor of the Atlantic Council. 
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Advertising in the 


Test Stage 


Genii Wave Kit 
Breaks Campaign 
in Three Cities 


Sr. Paut—The home permanent 
wave business developed a new 


aspirant for honors last week as | 


Genii Co., newly formed St. Paul 


A NEW DISCOVERY 


Home Permanent Waving! 


Crees TOU More Beemer! Langer teasing Corin Fass faster 


’ 
The\OMLY COMMETE Cotd Weve Kit Plus 


is ‘ 


—- 


organization, launched heavy test 


advertising here, in Minneapolis | 


and Duluth for its Genii home 
permanent. 

Initial break on promotion in 
the three cities, following a teaser 
campaign, amounted to a veritable 
barrage, with 1,428-line insertions 

‘ for the company being backed up 
with thousands of additional lines 
of drug and department store co- 
operative advertising. Distribu- 
tion in the territory covered is re- 
ported to be near 100%. 

Addition of Genii gives St. Paul 


added reason to call itself the | 


“home wave” capital of the coun- 


try. Toni, Portrait and a number | 
of others have originated here. | 


Genii is promoted as the “only 
complete cold wave kit,” said to 
contain a magic lotion called 
“Tempering,” which is billed as 
tempering the hair so as to give 
it more spring and vitality. The 
product sells for $1.98 plus tax, 
with refill kits selling for 98 cents 
and curl kits for 79 cents. 

The package, yellow with nar- 
row red lines, contains six units 
of the wave preparation. 

Bozell & Jacobs, Minneapolis, is 
handling promotion. 


CLEAN PRODUCTS TESTS 
NEW HAND CLEANER 
PortsMoutTH, O.— Clean Prod- 
ucts Company, Columbus, O., has 
opened a 10-week test campaign 


here for its new Clean hand 
cleaner. 

The company, which manufac- 
tures Clean wallpaper cleaner, is 
expected to use the procedures de- 
| veloped here for future promo-| 
tions in Indianapolis, Detroit and 
Columbus. 

Billed as an effective grease re- 
mover in hot or cold water, the 
product will -be boosted with a| By JOHN CRICHTON 
newspaper schedule in the Ports-| New Yorx—Notable among the 
mouth Times and spot announce- _people who think James Mont is 


in Promotion 


Designer Uses Wacky 
Mailings to Build 
Sales of Furniture 


ments on Station WPAY. the best interior decorator in 

Byer & Bowman Advertising| America is James Mont. He is | 
Agency, Columbus, has the ac- | also a designer of note, as he him- | 
count. self will tell you. He is also a 


|Spectacular salesman, despite the 


McKAY TESTS 3-WAY | fact that he insults his customers, 
AUTO CLEANER-WAX |introduces them as “suckers,” 


PiTtTspBuRGH—“No more rubbing, | makes them pay for trucking, and 
no more polishing than in clean- | takes no back-chat whatever. His 
_ing your windshield,” is the way ‘staff calls him “the Genius.” 
the McKay Company describes its | 
new combination auto cleaner and or decorating for the millions; the 

customers who can afford a Mont 
sofa, coffee table or lamp are well- 

NEW... durable Auto Wax recied. They need to be. 

: . long-time customer, Charlie 

aad Amazing agg Chaplin, once complained when 

Mont billed him $700 for a waste- 

No more rubbing... basket. The comic said it was 

exorbitant. Mont replied in char- 

acteristic fury that the $700 rep- 

resented brains and talent, while 

the actual cost of the waste basket 

was $40, and that he should have 

billed Chaplin $740. He heard no 

more about it, and Chaplin is still 
a customer. 


Gets Own Publicity 


But almost as alluring to the 
20,000 customers as the furniture 
is Mont’s slick direct mail. Mont 
says he writes it himself, and he 
depends heavily on two factors: 
calculated wackiness and shrewd 
merchandising. 

In addition, Mont is an accom- 
plished publicity-getter. Again, he 
does it himself. “Publicity men,” 
Mont says flatly, “are no damn 
good. Bunch of fakers.” 
wax, in test ads now running in takes care of his own, in spectac- 
selected markets. The product is Ular fashion. One year he gave 
packed in collapsible tubes. away 20 specially designed cribs 

The new product, McKay to the first 20 babies born in Man- 
Cleaner-Wax, is billed in the ads hattan after Christmas. When a 
as a durable auto wax and triple- G. I. was unable to get his French 
action cleaner . .. in one product. fiancee into the country, Mont 
Copy describes its action as “a posted her immigration bond, held 
radically new principle—removes | the wedding in his garden, bought 
‘all soil and leaves on your car a @ Ting at Cartier’s, gave them his 
‘long-lasting film of hard waxes @Partment for a honeymoon, and 
specially selected for weather re- @normously enjoyed his picture in 
sistance and brilliant gloss.” the tabloids. 

The product is sold through Mont was born James Peshint- 
established automotive outlets for Joglou in Constantinople in 1904. 


98 cents a tube. Smith, Taylor & His father was a sculptor; his sis- 
Jenkins has the account. ter is now a designer for Bergdorf 


TEST COPY—Typical of the test ads 

running in selected markets for McKay 

Company's new Cleaner-Wax is this 

350-line ad in the Peoria Journal, 

placed by Smith, Taylor & Jenkins, 
Pittsburgh. 


| 


Goodman; “all creative,” Mont 
“eae mae : ‘ says proudly. He came to this 
‘Companion’ Boosts Ad = Evening in Paris, and nine maga-| ountry in the early ’20s, first 


Rates and Circulation 


Crowell-Collier Publishing 
Company, New York, effective 
with the February, 1949 issue, will 
increase the circulation rate of 
the Woman’s Home Companion 
from 3,500,000 to 3,750,000 aver- 
age net paid and boost advertising 
rates. 

The black-and-white page will 
be increased from $9,250 to $10,- 
250; two-color page, from $10,500 
to $11,750; back cover (letter- 
press), from $15,000 to $17,000, 


and inside cover and four-color 
page (letterpress), from $12,250 
to $13,600. This has been the 


second rate increase for this 


magazine since 1937. 


Starts Newspaper Drive 

American Lady Corset Co., De- 
troit, has launched a campaign 
in approximately 50 newspapers 
throughout the country promoting 
Miss Today and Artist-Model 
foundation garments. The agency 
is Moss & Arnold, New York. 


Plans Perfume Drive 
Bourjois, Inc., New York, will 
launch a Christmas campaign in 
December using 18 magazines and 
88 newspapers in 61 cities for 


/'Women’s Advertising Clubs, an 


zines and 24 newspapers for Mais 
Oui perfume. The agency is Foote, 
Cone & Belding, New York. 


Intercity Meet Set 


The Intercity Conference of 


made a reputation designing home 
bars. “It was hot stuff in Pro- 
hibition,” he says. 


Invented Round Bed 


reputation out of the home bar, 
Mont today regards it with abhor- 
rence. “After years of study, I 
have decided that the best place 


annual event since 1934, will be 
held at the Edgewater Beach 
Hotel, Chicago, Oct. 1-3, with the 
Women’s Advertising Club of Chi- 
cago as host. Mabel Obenchain, 
Famous Features Syndicate, is © 
general chairman, and Mary 
Coffey, Guenther-Bradford & Co., 
is program chairman. 


Joyce Appointed V.P. 

P. S. Joyce, west central gro- 
cery products sales manager, has 
been appointed vice-president of 
the central division of General 
Mills, with offices in Chicago. Mr. 
Joyce joined General Mills’ pre- 
decessor, Washburn Crosby Co., 
Minneapolis, in 1925. 


NBC-TV Signs WSB-TV 
WSB-TV, Atlanta, has signed 
an affiliation contract with the 
National Broadcasting Company. 
Now on the air with a test pat- 
tern, the station will begin com- 
mercial programming on Sept. 29. 
WSSB is a charter member of NBC. 


Mont has no notion of designing | 


Mont | 


But though he made money and | 


Calculated Mont Madness 


Pays Off 


for a bar is on the corner near 
your house,” Mont wrote in “You 
Need a Doctor,” his book on dec- 
_ oration. 

| Anyhow, by 1928 he had his 
own shop. In the next few years 
he had several, generally in lushly 
| luxurious locations in Manhattan, 
|but including a ‘spectacular—and 
|ruinously expensive — showroom 
in Atlantic City. He led the pa- 
rade to Chinese art, furniture and 
| decoration. 

Among his “firsts” are the first 
round bed (made for Charlie 
Chaplin), the first stainless steel 
kitchen, and the first modern rock- 
ing chair. He resents manufac- 
turers and other designers, whom 
he suspects of having stolen his 
designs, and _ photographs or 


sketches of his furniture are rare, | 


and seldom go beyond the shop. 
Where other designers bill their 
clients after work is completed, or 
on the first of the month, Mont’s 
'customers pay in cash, and he 
adds trucking fees. 
furniture manufacturers are now 
making Mont-style furniture, 
working on royalty, and Mont 
hopes to sell through department 
stores, and has a few lined up. 


A Little Promotion 
His mailings, on which he esti- 


mates he spends $14,000 a year, 
/are genially demented. He cur-| 


rently is running a limerick con- 
test for his 20,000 customers. The 
winner gets his choice of a private 
plane, a Chris-Craft cruiser or a 
Mont living room. Mont became 
indignant when AA asked if the 


contest was genuine. The lim- 

erick: 

“There once was a young man from 
Turkey 


Whose future, the gods vowed, was | 


murky 


the same 
‘This one’s yours, Longfellows. No 

poetic license for ‘jerky’ ”. 

Along with the limerick, Mont 
is running for president. The 
front of his factory and showroom 
is strung with flags and bunting, 
announcing his candidacy on the 
Plutocratic Party ticket. Inside 
the shop, all visitors are given 
campaign buttons blazoned with 
Mont’s picture, and his slogan 
“Same price.” 

The prices have been cut for 


| Mont’s campaign sale (he explains | 


|it in promotion material by saying 

that the stuff in the White House 
was good enough for Lincoln, 
therefore good enough for Mont, 
and he has to give away his 
stock). Actually, Mont told AA, 
he had a $200,000 inventory and 
“T could see what was coming. I 
already had a spring sale, and I 
got to do something.” 


A Marriage Contest 


The campaign sale, while an un- 
usual gimmick, is only par for 
Mont. One broadside heralded 


a genius at work! Foe of All Modern Furniture Designers is a Designing Man! 


fon farther infermatton describing this man's actsane 


At least two. 


He made a great name; with money | 
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;|“James Mont is pregnant again!” 
and was signed by the “Twilight 
Sleep Committee.” The signature 
is a favorite Mont gag, usually 
representing five of his oldest em- 
ployes — they average about 18 
years in length of service — and 
‘sometimes they sign as “The 
|Faithful Five,” or “The Smoke- 
| Filled Five.” 

| In another instance, a February 
/sale was announced with a mail- 
ing which showed Mont as a Val- 
|entine, with the headline “He’ll 
be your Valentine. He wants to 
| get married.” 

It heralded a contest, in which 
| Mont’s customers were invited to 
| describe a girl whom they thought 
pecs should marry. For this, they 
were entitled to participate in the 


| 


| Valentine sale (25% off); further, 

|if their girl won Mont, her nomi- 

|'nator would receive a complete 
three-room apartment, furnished 

|and decorated by the master. 

It was a successful sale, Mont 

} Says. 

Nobody won an_e apartment. 
Mont is still single. Or rather, a 
widower—his first wife died some 
|time ago. 


Customers Love It 


In addition, Mont sometimes 
uses advertising — which he says 
he writes—always small space, 
always with the same deft and 
zany touch of his promotion. A 
typical single column ad announc- 
ing a sale was headlined, “It’s like 
‘giving you my right arm (but 
single-handed I’m still good).” 

Brusque as Mont is with cus- 
tomers — he thinks nothing of 
‘erupting at a lady’s suggestion, 
}and roaring “Don’t try to be a 
decorator, dammit!”—he also 
boasts that he has “never lost a 
customer. Once I sell them some- 
thing, then they stick with me.” 

On the whole, Mont takes a 
gloomy view of the business he is 
in; not personally, since his $100- 
'an-hour consulting fees and in- 
sulted but worshipping customers 
have him well provided for. He 
| says it is hard to get lumber, that 
| he doubts if any good lumber will 
be available for 20 years, that all 
of his craftsmen are old men, that 
he tried putting apprentices to 
work in his shops under the G.I. 
bill but gave up (“American boys 
are only interested in baseball 
and girls’) and he can recite 
quickly the names of New York 
‘decorators who have gone bank- 
/rupt in the past year. 


‘Practically Futuristic’ 


Mont is a dark, intense man, 
| stone-bald and violent in speech, 
/a speech littered with a Turkish 
accent. He has the habit of mut- 
tering the phrase “Same price” re- 
peatedly, and he constantly com- 
pares the design and decorating 
business with (1) the care and 
feeding of women and (2) cook- 
ing. He wears an enormous pair 
of black, plastic-rimmed glasses, 
smooths a black moustache when 
in thought, and gestures with 
powerful, hairy hands and long, 
muscular fingers. Mont is often 
told that his hands are unusual, 


artitedes beteets end geners! genius turn the page 


MONT'S VIEW OF MONT—This promotion for James Mont's Modern Mode furniture shows Mont's idea of Mont. He says 
without quibbling that he is a genius; that many people doubt his sanity, and that his colleagues find him exasperating. But 
wacky in promotion, and eccentric in operation, Mont designs and manufactures profitably. 


ad co ie rs ; a ae » spills a's peg age Te aa egies eRe ate ae my i oe i ec aie. See ie 
Mis . i aie, ee ee SERIE ng RE RS ae > ee A: a Phe en aa “ee ay : ’ a 
i oo : 44 
: ! ee 
.; 7 
* SS 
i‘ D4, ee 
i 
id ; ; eee 
fs ; » 3 be 
. ae | oa - i 
a as Gi emi 
aig ' a meme Hem Ng Ms 
a . . j 
_ " a = 
é. ' 
’ » Geo 
‘ = all fou! | ea 
. THE MAGIC LOTION 
es 3 Sess Ses ees o 
; ‘ 2 =acu2 — Same %: to4 Mi 
Satis Sees eee? wil 
3S apa ——— 
eisaee | sufeerm | 
<a ' oad wiaseee ee! y om 
xine : ES peak A eaten eae 
se ; , an 
we $ 
a An ; 8 tur 
= ; —— | Sauieet Pe Sa’ 
2 es ; ee ee i Sermon on « — = 
- au 2 SE | RES FP) em. oe wh 
- : ’ . , 
{ ap} 
. ee } 
” cul 
' wit 
| fro 
, bul 
abc 
: pra 
me ae |) y 
CLEARS, POLISHES ie : his 
like 
gan 
say 
| eve 
E one 
; ee hol 
: gre 
: are 
and 
live 
| —— 
‘ H 
call 
¥! bris 
oo viev 
. the 
- tors 
Ir 
: title 
mut 
agal 
a 
ah 
r 
ee es 9 
: EE ere 3 
a St. 
ee lati 
Fe ver! 
K. 
F ; of 
ue ; a ie Se eat : con 
cs win 
7 mat 
ee. Sale 
. >. e - eS ann 
Bs 2 a The 
7 eer ie. ; you 
es a | fast 
3 Stee - nigger aN f tow 
‘ os ~~ / : . ; } ad : + / : ’ ave! 
a ‘ dl a) es — A mer y Vp yon ST 
; CT i p \ ¥ a j 1 ap 4 
} if | ‘al 4 f \ \ or (/ 1 / er ) 
a ; j (4 ’ i n° 
7 j HA j | | a \ \ ; “9 \ 2 Se {4 
i. hi | uu \\ a # \ \ P / Ja | ies - 
by U ¥ spe \\ oe a a / a, OO ) Dail 
2 i “=a eas * De : on 17 y } \ - ; 
a et 4 J y / . Cae : 
| ~ a — hr J ai < a - 
: Vv 
‘ : : : ee oe Lae iy eae 2 oe hae eM ees sca ae he ss ni apt oe $5 a er Fite airless nays eke 92 fs gael a boned! esl ang See ee Rares Page| Tinta Ske OE a Ne ieee Ke ee 
c ge ‘ Pa ae $ “Rs Meee ee st ee Se ce eR Ey Hope odes oe | errs as FP i gee mt Cons P:R sass wages tia pe Mae RE pg ea Dp Oo Ses) ee nee ES wr gets: ek RL of Se: Bet Hse oe Ss eM or weg et te. ives aR Soca i 
de ere wag ea ‘ ye, ee oe he: Senay eek ae Ei agate tere ce Ae ag Pe 5 y See ied ee at ag Fm cgs ta =e f: “eer ae Bop ee) Mee 7 ee so oe ; eee: : “ee TENE ey ete Die es ’ P 


, 1948 


gain!” 
wilight 
nature 
isually 
st em- 
ut 18 
— and 

“The 
moke- 


oruary 
mail- 
a Val- 
“He'll 
ints to 


which 
ited to 
hought 
s, they 
in the 
urther, 
nomi- 
mplete 
nished 
er. 

- Mont 


‘tment. 
ther, a 
i some 


ietimes 
e says 
space, 
ft and 
on. A 
nounc- 
t’s like 
1 (but 
a)” 

h cus- 
ng of 
festion, 
a. = | 
> also 
lost a 
some- 


n boys 
aseball 
recite 
, York 
bank- 


‘g 


> man, 
speech, 
“urkish 
f mut- 
ce” re- 
y com- 
orating 
re and 
cook- 
is pair 
glasses, 
>» when 
; with 
i long, 
; often 
nusual, 


Advertising Age, August 16, 1948 


CAMPAIGN SALE—Here is the fac- 

tory and showroom of James Mont's 

Modern Mode Furniture Co., bedecked 

with flags, heralding the Mont-for- 
President sale. 


and when AA asked him for a pic- 
ture he offered us one of his hands. 
Said sadly “You don’t buy, huh?” 
when our lack of enthusiasm was 
apparent. 

His customers form a sort of 
cult, and in the course of lunch 
with Mont and a pair of “suckers” 
from New Orleans, one of them 
burst out: “If I were writing 
about Jimmy I would say he is 
ahead of his time. You know, he’s 
practically futuristic.” 

As for his decorating, besides 
his aversion to bars, Mont also dis- 
likes the mirror ‘fad, frowns on 
game rooms, and round sofas. He 
says men should buy sofas, since 


every man is smart enough to buy | 


one he can lie down on. Mont also 
holds out for three basic colors: 
green, brown and beige. These 
are the colors of earth, Mont says, 
and they are the ones easiest to 
live with. 


Comfort Comes First 


His first book—or booklet—was 
called 
brisk, breezy summary of Mont’s 
views on decorating, flavored with 
the acrid smell of burning decora- 
tors. 

In his next book, 
titled “Same Price,” 


tentatively 
from 


“You Need a Doctor,” a) 


|ability are paramount in rooms.|four floors of his building, and |thrown it after her. 


|He comes out flatly against con- | 


the | 


muttering of the same name, Mont | 


again insists that comfort and live- 


a PLUS Market 
for YOU! 


101,001 err 
220,000 sii 


321,001 


St. Petersburg’s permanent popu- 
lation of over 100,000 gives the ad- 
vertiser a steady year-round market 
of more-than-average buying in- 
come. PLUS 220,000 estimated 
winter visitors who spend approxi- 
mately $50,000,000 each season, 
contributing to a combined Retail 
Sales volume of over $120,000,000 
annually. 

The St. Petersburg TIMES gives 
you complete coverage in Florida’s 
fastest-growing market. No out of 
town paper has as much as 600 
average daily circulation. 


ST.PETERSBURG, FLORIDA 
oy TIMES ....., 


Represented by 
Theis & Simpson, Inc. 
New York @ Detroit @ Atlanta 
Chicago 
V. J. Obenaver, Jr. in Jacksonville 


| ventional furniture arrangement, 


which he says falls into two 
groups: the Spanish Bull Ring, | 
in which all the furniture is 
grouped around the wall leaving | 
an arena in the center for pad 
versation and combat, and the | 
Soft-Shoe Olympic, in which the | 
furniture is strewn around like an | 
obstacle course. 

He also says he dislikes stripes, 
and notes parenthetically that | 
cynics will be saying, “I should | 
think not.” 


This is an offhand reference to | Schick, for whom he decorated | 


an unsavory episode in Mont’s life. | 
He was arrested for criminal as- | 
sault in 1939, jailed and served | 
his sentence. Released on parole, 
he returned, reassembled his old 
employes, set up a business again, 


says that his employes get twoj|seen her chauffeur. He couldn’t 
weeks’ vacation twice a year. On | believe it.” 

the other hand, because of their! When not frightening wealthy | 
age—remember, he says we aren’t | dowagers, Mont lives in an apart- | 
growing any *good cabinet and|ment next to his factory and 
furniture makers—he figures that | showroom, an apartment featuring | 


instead of $3 an hour, he is really | a small garden in which he has his 


paying $6 an hour, since they can 
work hard only about a half day. 

Among his customers are Chap- 
lin, Bob Hope, Rosa Ponselle, Tex 
and Jinx McCrary, Irving Berlin, 


William S. Paley, Dan Topping, | 


Ben Sonnenberg and Martin 
Straus, president of Eversharp- 


both home and office. 

But neither the luster of names 
nor the size of bankrolls has 
made Mont servile. “It’s mad here, 
absolutely mad,” one of his assist- 
ants told AA. “The other day 


and worked his way back to re- prey was a woman in here, and 


spectability. 
‘It’s Mad Here’ 


she’d just written a check for 
$1,800, but she started telling the 
|Genius what she thought, and be- 


He is proud of his furniture fac- | fore you know it he had ordered 
tory, which occupies the upper)her out, torn up the check, and 


meals in clement weather, and 

where he serves Turkish dishes | 
| which he cooks on an ingenious | 
| collapsible barbecue grill of his | 
}own design. 

He signs himself D.I.D., or Doc- | 
tor of Interior Decoration, and he 
|sums his philosophy up as follows: 

“An M.D. may kill you, but 
your family soon forgives him. A 
lawyer who loses your case can be 
| forgiven; you have no money to | 
|do anything else. An interior dec- | 
|orator who fails you can never be | 
forgiven. You have to live with | 
the crime he committed.” | 


Mortimer Glankoff has been ap- 
pointed advertising director of | 
| Cue, New York, succeeding Ralf | 


‘Cue’ Names Glankoff 


You shoulda | Coykendall, 
fective Oct. 


business. 


who has resigned, ef- 
1, to open his own 


EFFECTIVE 
BUYING INCOME 


97.6% Jucrwease 


IN 


EFFECTIVE BUYING INCOME 


15.5% Tucreace 


IN POPULATION 


NOW a greater market than: DES MOINES 


the QUAD CITIES 
PEORIA 
TULSA 


STATION K DA 8 


—C€.3.5.— 


Duluth Herald 


& News-Tribune 


station WEBC 


= N.B. C.— 


station WDSM 


—A.B.C.— 


Superior Evening Telegram 
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ticipating dealers, distributors and 
manufacturers will attend em- 
| ploye-education meetings to dis-| 
|cuss convenience and economy | 
factors of freezers, 


Sponsoring Home 
Freezer Drive wrapping and sanedie ‘foods : | 


MINNEAPOLIS — Electrical appli- freezers and information on latest 
ance dealers here have united in| models. 
a three-week “Home Freezer| Two freezers each are being 
Sales Fiesta,” using newspaper| displayed at all meetings by 
ads and a wide variety of promo-| Frigidaire, General Electric Co., 
tional activities to rejuvenate the Deepfreeze Division, Philco, Hot- 
drooping sales of home freezers. ‘point, Velie Electric Co. and 
Some 14,000 lines of advertis-| Northern States Power. 
ing will feature advantages of In addition to jointly-sponsored 
freezing over “the muss and fuss ads, companies are running their 
of old-fashioned canning.” The| own ads in support of the fiesta. 
campaign is sponsored by the Dealers are using tie-in window 
Minneapolis Appliance Dealer As- displays and are distributing in- 
sociation, St. Paul Appliance | vitations for consumer clinics. The 
Dealer Association, Northern) promotion ends Aug. 30. 
States Powe: Company and North | ———_—_—_ 
Central Electrical Industries. 


The drive will include a series | Obser vance of 
of educational meetings for deal- | . 
ers, freezer demonstration cinies Radio Week Is 
for consumers, and a sales contest | 
with a three-day vacation trip to | Set for N OV. I 4 
Chicago for the winning salesman WASHINGTON—Promotional plans 
and his wife. Employes of all par- | ¢5, National Radio Week, Nov. 14- 


| 20, stress cooperative community 
Another 


advertising in newspapers and on 
the radio, the Radio Manufacturers 
Association announced last week. 
COMIC- 
BOOKFOR 
-_ 


With more than 30,000 radio 
Created by 


dealers participating, RMA plans 
WM. C. POPPER & CO. 


to provide ali daily and weekly 
and printed by 


newspapers with special Radio 


Appliance Dealers 


Week copy which can be sold for 
joint sponsorship by local dealers. 

Though RMA has eliminated its 
promotion kit for dealers, used in 
1946 and 1947, the Radio Week 
committee will draw on the re- 
sources of manufacturers and dis- 
tributors to solicit dealer coopera- 
tion. 

A score of leading trade asso- 
ciations, including wholesale and 
retail groups, FM and TV broad- 
casters, and advertisers and agen- 
cies have been invited to join in 
promotion of the week, accord- 
ing to W. S. McGill, advertising 
manager of Westinghouse Radio 


SHOPPING NEWS prsnrancn big ang or ee 
ee committee. 
an affiliation of nationally a a 


recognized | 
g d eadership Fort WortuH—Clarence Ousley, 


84, former Texas editor and pub- 
lisher, Assistant Secretary of 
Agriculture under President Wil- 
son, and chairman of Globe Lab- 
oratories here since 1921, died 
Aug. 5 after a three-year illness. 
Mr. Ousley was publisher of the 
Galveston Tribune in 1900, and in 
1903, he and associates founded 
the Fort Worth Record, of which 
| he was editor until 1913. He also 
held various editorial positions 
with Farm & Ranch, Dallas, and 
the Houston Post. 


ALFRED C. BOUGHTON 

Cuicaco—Alfred Clark Bough- 
ton, 78, western manager of Man- 
ufacturers Record for many years, 
died Aug. 6 at his home in subur- 
ban Oak Park. Among the sur- 
vivors is Clark Boughton, western 
manager of Power. 


IGNATIUS L. DONNELLEY 


MINNEAPOLIS—Ignatius L. Don- 
nelley, 50, merchandising director 
for Foote, Cone & Belding, died 
July 22 in St. Joseph’s Hospital. 

Mr. Donnelley, a West Point 
graduate, served in the first World 
| War as a lieutenant, and as a 
| colonel in the last war. He had 
been assistant chief of staff of the 
5th and 10th Air Forces, both in 
‘the China-Burma-India theater 
and in the Philippines. 


NEWSPRINT AND PRESS 

TIME NOW AVAILABLE 

FOR NATIONAL ADVER- 
TISERS 


Let us create a Booklet in 4-color 
Comic Technique for You! 


Write or Phone 


(CAnal 6-4450) ~ Ward Use 2 
Montgomery War ps 
WM. .. POPP ER & CO. | = pon ng By &. 


gomery Ward & Co., has added the 
148 Lafayette St., New York | duties of manager of its New York 


13, N. , a for folder— merchandise office, succeeding 


” | R. F. Gaylord, who has been made 
Comic Books for Industry | manager of the Pacific Coast mer- 


How to Use Them" | chandise organization. 


gry 


THIRD BIRTHDAY—Celebrating the third year of sponsorship of “Twenty Ques- 

tions” on Mutual by Ronson Art Metal Works are, left to right: Alexander 

‘Harris, president of Ronson, Robert Swezey, vice-president of Mutual, and 
David C. Thomas of Cecil & Presbrey, Ronson agency. 


Ink Makers Plan 
Co-op Ad Effort 


+ New York — The National As- 
sociation of Printing Ink Makers 
will join the ranks of advertising 
associations this fall with an in- 
dustry campaign designed to pro- 
mote the use of printed advertis- 
ing and the effectiveness of color. 

Full pages, in color, will be used 
in advertising trade papers to 
stress the fact that only in print 
is it possible to show products in 
natural color, and the _ slogan, 
“Your best salesman — printing 
ink.” 

Conducting the first advertising 
effort is the association’s publicity 
committee, of which John Ellison, 
president, Lewis Roberts, Inc., is 
chairman. Other members are 
H. Bettye Stout, General Printing 
Ink division of Sun Chemical 
Corp., and George Welp, Interna- 
tional Printing Ink division of In- 
terchemical Corp. David H. Sloane 
is secretary of the ink association, 
and Leightone Studios, New York, 
is preparing the campaign. 

Individual ink makers are ex- 
pected to promote the “Your best 
salesman—printing ink” slogan in 
their own advertising. 


Feemster Promoted 


Robert M. Feemster, member of 
the executive committee and as- 
sistant general manager in charge 
of sales of Dow, Jones & Co., New 
York, publisher of the Wall Street 
Journal and Dow-Jones news 
service, has been named chairman 
of the executive committee. 


Set New Time Segments 


Crosley Broadcasting Corp.’s 
television station WLW-TV, Cin- 
cinnati, has issued a new rate 
card with no change in rates. 
However, two new time segments 
have been created—a 40-minute 
period and a 20-minute period. 


Two Join Behr 


Austin Grant and Ed Trahan, 
formerly with Powell-Grant 
Agency, have joined Karl G. Behr 
Advertising Agency, Detroit. Mr. 
Grant is an associate and director 
of radio and television, and Mr. 
Trahan, production chief. 


Expands Network Show 


Revere Camera Co., Chicago, 
has expanded its “All Star Revue” 
to 25 minutes. Formerly a 15- 
minute broadcast, it now is heard 
Thursdays at 9:30 p.m., EDT, over 
the Mutual network. Roche, Wil- 
liams & Cleary, Chicago, is the 
agency. 
Dazey Names Stocker 

Glee R. Stocker & Associates, St. | 
Louis, has been named to handle 
the advertising of Dazey Corp., St. 
Louis. 


| 

KFAB Names Morrison | 

Everett R. Morrison, formerly | 

with the Omaha World-Herald, 

has been named account executive 
of Station KFAB, Omaha. 


Interim Findings 
Released by BMB 


New York — Interim station 
audience reports for the 69 outlets 
participating in the interim study 
last March now are available, the 
Broadcast Measurement Bureau 
has announced. Copies may be 
obtained from BMB at 25 cents for 
the first 10, 20 cents for the next 


40, 15 cents each for the next 50) 
and 10 cents each for additional | 


copies. 

Now in preparation, the interim 
area report, upon completion, will 
be forwarded to bureau subscrib- 
ers, Four A’s agencies and ANA 
advertisers. 

Meanwhile, BMB reports that it 
has sufficient money to conduct 
the second nationwide study but 
pointed out that more subscribers 


will make the findings more valu- | 


able and cut the cost to each sta- 
tion. 
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Tele Expansion 
Reduces Costs 


New York — The cost of tele- 
vision to the advertiser is declin- 
ing as the audience increases, 
George L. Moskovics, manager of 
CBS television sales development, 
said last week. 

“When WCBS-TV announced 
its present rate of $700 per hour 
there were 147,000 sets in its serv- 
ice area,” he said. “This worked 
out to $4.72 per thousand. On 
Oct. 1 the time charge will be in- 
creased to $1,000 per hour; but at 
that time there will be 300,000 sets 
in use. This is equal to $3.33 per 
thousand—a drop of almost 40%.” 

Mr. Moskovics predicted that 
television’s cost per thousand will 


decline from $5.05 in July to as 
‘little as $1.20 by the end of 1952. 


He based this guess on the for- 
mula on which AM rates are 
established—a 50% increase in 
time charges for a 100% increase 
in number of homes covered. 


To Hayes-Lawrence 

The Post Watch Co., New York, 
has appointed Hayes - Lawrence, 
Inc., New York, to handle its ad- 
vertising. 


100% COVERAGE OF THE 
LATIN AMERICAN SOFT DRINK INDUSTRY! 


EL EMBOTELLADOR 


The only Spanish language publica- 
tion devoted exclusively to the Latin 
American soft drink industry. 

Guaranteed minimum circulation §,000. 
Published quarterly. Jan-Apr-july-Oct. 


80 Broad St., Now York a 
dg. 


| 
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IMPORTANT NOTICE 


FOR 


Recorderecroses rst». 


SHOE FAIR ISSUE apvertisers 
FINAL CLOSING DATE + SEPTEMBER 27 


EARLIER RECEIPT OF COPY WILL 


HELP MATERIALLY TO SECURE BETTER POSITION 


coins buy of the shoe advertising year is 


Boot and Shoe Recorder’s Shoe Fair 
October 15th. It’s a take along buying guide 


THIS ISSUE GUARANTEED 
20,000 COPIES 
PLUS SUBSTANTIAL 
ADDITIONAL CIRCULATION 
AT THE SHOE FAIR. 


issue 


for retailers attending the fair and a year round 
desk companion for buyers in all branches of 
the Shoe, Leather and Allied Fields. Because 
this issué must be out on time Boot and Shoe 


Recorder asks, “Please get an early start on 


your production.” 


BOOT AND SHOE 


w.RECORDER ie 


A Chilton @ Publication 


100 EAST 42nd STREET 


. NEW YORK 17, N. Y. 


Boston + Chicago + St. Lovis * Philadelphia + Los Angeles 
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. | Under the wine code, radio is 

Alcohol Tax Unit | permitted after 8 p.m., but pre- 
sumably no radio would be al- 

|lowed in the distilled spirits 


. : 
Pushing Hard for |sxtv.. was. .05.0% 


| stitutional mention on home eco- 


> /nomics programs, since the uses| 
ew ine 0 é of various kinds of wine are con-| —_—_—_—_____ 
‘Hebert Joins Wehner 


| Albert E. Hebert, formerly vice-| 


sidered an appropriate subject for 
(Continued from Page 1) daytime radio discussion. 
tunity to improve its public posi- The wine code carefully per- 


tion by voluntarily adopting and| ™its the use of illustrations in- 
adhering to a code of ethics gov-| Volving women, so long as the 
erning its labeling and advertising | female form is not exploited in an 
activities.” “immodest, vulgar or sensuous 


manner as an advertising appeal.” 
Serious Fight Anticipated The use of women in wine ads is 


again related to the special prob- | 
lem of the wine industry, though | 


Calling for meetings with beer 
and distilled spirits groups next) 
month, Mr. Mealey wrote: 


| it is possible that other industry 


'Dominion Promotes Two 


| J. M. Delorme has been named | 


| manager of motor product sales 
of the Dominion Rubber Co., 
Montreal. James S. Walker has 
been appointed manager of manu- 
facturers’ sales. Both men joined 
the company in 1937. 


president of the Franklin Fader 


| Co., Newark, N. J., has been ap-'| 
pointed account executive and | 
vice-president of Wehner Adver- | 


tising Service, Newark. 


MAIL SELLING 


Tell us about your 
offer and we will 
recommend suyit-~ 
able lists. 


4 é *. 


“I believe that the importance| segments, such as the distillers, | 
of such a program to the industry | would stick by a flat ban against | 


could hardly be exaggerated and| any use of women in their copy. 


I trust that I may count on the | ‘Men of Distinction’ Out 
cooperation of your organization 3 ? 
in the promotion of this activity.”| The wine code bans any illus- 


His concern stems in no small| tration representing actual con- 
part from the fact that the Senate | Sumption of wine by children, but 
interstate commerce committee | leaves the way for illustrations 
pigeonholed punitive legislation| Showing family wine use, where 
sponsored by Senators Capper,| Children are incidental members 
Johnson and Reed by a single vote | of the group, so long as they are 
last spring. '/not shown consuming wine. 

Alcohol Tax Unit officials were| Under the wine code, indorse- 
given a caustic examination dur-| ments of any brand are restricted 
ing committee hearings on the| to indorsements by qualified ex- 
legislation cleaning up alcoholic| perts, opening the way for in- 
beverage copy. Senators Reed and | dorsements by connoisseurs, home 


Johnson came away convinced economists, chefs, etc., in their 


that the assignment should be) 
turned over to the FTC. 

A spokesman for the Alcohol | 
Tax Unit told ADVERTISING AGE) 
last week that codes containing | 
“affirmative” language would be. 
more effective in controlling in-| 
dustry copy than administrative | 
regulations. 

The code now before the asso-| 
ciation members of the Wine Con- | 
ference for approval calls for 
labels and ads which promote the | 
use of wine “as a temperate mod- | 
erate beverage suitable for family | 
use, aS an appetizer, as a proper | 
medium to increase sociability on | 
festive occasions and as a con-| 
tribution to the American way of 
living.” 


Would Need Adjustment 


Wine industry members confi- 
dently believe that adoption of | 
the code in the near future will 
be an effective weapon in the al- 
most inevitable contest next year 
over legislation confining the in- 
dustry to sharply curtailed insti-| 
tutional copy. | 

The wine code, worked out in| 
conference here last month, is pe-| 
culiarly fitted to the advertising | 
needs and habits of wine, and 
would necessarily be adjusted be- | 
fore adoption by the beer or dis- | 
tilled spirits industries. 


| 


| 


If you like 
fine photo offset 
right on schedule try 


FINE OFFSET PRINTING 


“he Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


| WHBC, Canton, O. 


professional capacities, but keep- 


| ing out mere “men of distinction” 


such as explorers, actors and simi- 
lar persons whose prominence is 
not associated with knowledge of 
wine. 

While existing brand names are 
protected, the use of new brand 


/mames associated with revered 


persons of public prominence, 
living or dead, in such a manner 
as to imply use or indorsement of 
a brand, is prohibited. 

The code also forbids associa- 
tion of wine or its us with athletic 
contests or athletes; with contem- 
porary religion; with the observa- 
tion of days of deep national sig- 
nificance, such as Memorial Day 
or Armistice Day. Promotion for 
Father’s Day is approved. 

Besides keeping wine ads out of 
portions of publications intended 
for children, and off the air be- 
fore 8 p.m., the code bars use of 
spectacular media, such as sound 
trucks, sky writing and aerial 
flashing signs which force the ad- 
vertisement on the public in such 
a manner that it cannot be 
avoided. 

The code also disapproves as- 
sociation of wine with illustra- 
tions of Santa Claus or similar 
subjects primarily appealing to or 
of strong interest to children. 


Plans Mexican Drive 


Corn Products Refining Co. of. 
Mexico has appointed Advertising | 
& Administration, Mexico, to 
handle advertising for Kre-Mel, 
Karo, Maizona and Mazola. The 
main portion of the budget will | 
be devoted to selective (spot) an- 
nouncements and magazine ads. 
The selective campaign will be 
conducted on 28 stations through- | 
out Mexico. 


Schaible Boosts Rielly 


Robert E. Rielly has been ap- 
pointed advertising and sales pro- 
motion manager of Schaible Com- | 
pany, Cincinnati, manufacturer of 
plumbing and heating fixtures and | 
valves. He has been with the| 
company since March, 1947. 


KANS Increases Power 


KANS, NBC’s Wichita affiliate, | 
has increased its power to 5,000) 
watts day and 1,000 watts night. | 
The station previously operated | 
on 250 watts day and night. 


Crow] Joins WHBC 

Ray Crowl, formerly with Sta- 
tion KRHD, Duncan, Okla., has. 
joined the sales staff of Station 


Vice-President Michael Murphy has been 
an important factor in the growth of Krupp 


& Tuffly, largest shoe store hereabouts, now 


in its 66th year. His drive and energy have 


been equally important in Houston’s civic 


growth. 


“We've given The Chronicle most Krupp 


& Tuffly advertising ever since the paper was 


first published 47 years ago, because it has 


paid us well to do so,” he says. 


“The Chronicle presents our merchandise 


to the most people. Year after year it has 


demonstrated that it has quality as well 


as quantity circulation and that its readers 


respond consistently to our advertising.” 


Thanks, Mr. Murphy. Coming from the 


second largest shoe store advertiser in 


America, that means a lot. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 


Advertising Director 


THE BRANHAM COMPANY 
National Representatives 


_FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE YEARS 
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New Latin Sunday 
Magazine to Make 
February Debut 


New York—In February of 
1949, ABC Publications wil] 
launch its new weekly Latin- 
American magazine Revista Se- 
manal, with a circulation that 
probably will come close to the 
1,000,000 mark. 

The new publication is similar 
to The American Weekly, Parade 
and This Week Magazine, and will 
be distributed with weekend edi- 
tions of some 20 newspapers south 
of the U. S. border. 

Editorial content of the new 
publication “will be completely 
original; not a revamped or 
warmed-over version of any prod- 
uct already sold on the U. 
market and dumped in Latin 
America.” 

The participating newspapers 
also have participated in the cap- 
ital formation of the company, 
have scheduled the publication for 
inclusion with their Sunday edi- 
tions, and now support offices in 
seven of the larger nations. 


Will Sell Advertising 


ABC, of course, has nothing to 
do with the Audit Bureau of 
Circulations, but refers to the 
“ABC” powers, Argentina, Brazil 
and Chile, where many of the 
largest western hemisphere cities 
are located. 

With a cross-section of 20 coun- 
tries as its field, Revista Semanal 
will attempt to cover, in popular- 
ized style, scientific and techno- 
logical developments, diplomatic 
and military maneuverings, and 
such lighter items as French bath- 
ing suits and the well-publicized 
Cypress Garden water skiers. 

The magazine will vary from 16 
to 24 pages, and already has is- 
sued a four-color, printed, 24-page 
dummy. Objective, advertising- 
wise, will be to offer advertisers 


Standard Names Jepson 


the only publication south of the 
Rio Grande with a circulation 
over 500,000, except for Selecoes 
and Selleciones of the Reader’s 
Digest, issued monthly. 

Herbert J. C. Henderson, 2 W. 
59th Street, is director of adver- 
tising for the publication. 


Ross Gets | 6 Accounts; 
| Adds Budke to Staff 


The New Orleans office of Ross 
Advertising Agency has been 
named to handle the advertising 
of the New Orleans Import Co., 
manufacturer of Rex crab and 
shrimp boil; Klein Motors, Inc., 
southern Louisiana distributor of 
Kaiser-Frazer cars; American 
Jewelers Outlet, mail order jew- 
elry house, and Delta Chemical 
Laboratories, manufacturer of 


Delta pine oil, all in New Orleans. | 


The agency’s St. Leuis office has 
been appointed to direct the ad- 
vertising of the Loose Leaf Metals 
Co., manufacturer of metals for 
the book binding industry, and 
Scientific Products Co., San An- 
tonio. 

William P. Budke has joined 
the agency as production man- 


ager in the St. Louis office. Harvey3 


C. Olson, in the St. Louis office, 
has been named manager of the) 
Los Angeles office. 


COMPANY SEEMS TO BE GOING PLACES, 
BUT THERE'S ONE THING ID LiKE I KNOW 
MORE AEOST—OUR ADVERTISING 


“7 ORIVE A TRUCK AT HAMMOND. I HEAR WE 
SPENO MILLIONS EVERY YEAR ON ADVERTISING... 
wuy SO MUCH ? ” 


* I & 2AB ASSISTANT aT EDGEWATER. IVE 
READ THAT PROCTER AND GAMBLE SPENDS , 
925,000, 000 A YEAR: WHAT DO WE SPEND? 
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“TM @ GLYCERINE STILL OPERATOR AT BALTIMORE. 
TVE HEARD OUR RADIO SHOWS COST A FORTUNE. 
WHAT IS THE TRUTH ? “ 


“TM A MECHANIC QT ST. LOUIS. WHY 00 WE 
ADVERTISE SO MUCH WHEN CUR PRODUCTS 
ARE SO WELL KNOWN ? 


ee LEADING ADVERTISERS IN 1946 
” “> ADVERT AS LISTED IN ADVERTISING AGE” 
TA A STENOGRAPHER OT LEVER HOUSE IT SEEMS WE ONLY SPENT $11 - 

TO ME THAT OUR COMPETITORS ADVERTISE 4 


LOT MORE THAN WE 00 WHAT ARE THE FacTs 7” 


*T'm A PEPSODENT SALESMAN. I LIKE OUR 
ADVERTISING, BUT I WONDER WHERE THEY GET 
THE EAS FOR Cue aps 7” 


$86 HOW JOE eta, Woe nen Ramen SoD 
TE ANGWER TO" WHAT ABOUT LEVER ADVERTISING 


First spread in the “What About Lever Advertising?” booklet introduces the problem, and 1 


— starts Joe Smith, a typical worker, on his search f>r the answers. Here he turns first to Supervisor | Ta 


John Jepson, formerly manager 
of the wholesale and export divi- | 
sion of Diebold, Inc., Canton, O.,| 
has been appointed general sales 
manager of Standard Business 
Machines Co., Chicago. H. M. 
Gross Co., Chicago, handles the 
company’s advertising, which will 


| be concentrated for the present on 


the newly developed SBM Dicta- 
Wire for office dictation. 


First Boston Maps Drive 

First Boston Corp. launched ads 
in newspapers of seven cities an- 
nouncing $134,000,000 in revenue 
bond financing for the Pennsyl- 
vania Turnpike Commission. The 
issue is handled by three other 
companies in cooperation with 
First Boston. Doremus & Co., New 
York, is the agency. 
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On the second spread he carries on with Salesman Brown, who shows him eight once-famous 


———— trademarks peeping through die-cut holes in a flopover sheet, asks him how many he can identify. TI 


se oe 


98.6% City Zone Families Read the 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 


“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


/) Text of Lever Ad Book 


a % for Employes is Shown 


CAMBRIDGE, Mass.—Because the 
| Lever Bros. booklet for employes, 
“What About Lever Advertising” 
(AA, Aug. 2), is one of the best 
jobs which any company has done 
to explain the function and im- 
portance of its advertising to its 
employes, ADVERTISING AGE is re- 
producing most of the booklet on 
these pages, with the cooperation 
of Lever’s public relations depart- 
ment, which supplied the original 
artwork. 

The booklet is 16 pages, 812x11”, 
four colors throughout, handled in | 
comic book fashion. 

| Lever’s 8,000 employes along with 
a questionnaire which they were 
asked to return, telling whether 
they liked the book, wanted to 
know more, etc. 


In the upper row are Sunny Jim Force, Sweet Caporals, Zu-Zu gingersnaps, Sonora phonographs. § spre, 
The lower row shows Dent's toothache gum, Goblin’s soap, Topkis underwear, and Chalmers auto- 
mobiles. 


| have been most encouraging. Out 
of 364 early returns on the ques- 

tionnaire, 266 rated it as “very 

| good”; 75, “good”; 16 “fair”; six 
gave no ratings, and one thought 
it was “unnecessary.” 


; : Copy Tested Throughout 
J. E. Drew, associate director of 


public relations, reports that first; “A high percentage of those re- 
reactions on the part of employes | turning the questionnaires signed 


Simple, Convincing 
Story Is Presented 
Without 'Corn' 


-. SUFFERING FROM — 


FALLING CIRCULATION? 


COMPLETE CIRCULATION MANAGEMENT 
FOR BUSINESS PUBLICATIONS 


Falling circulation can place any publication in an embar- 
rassing position. Many publishers of paid or controlled pub- 
lications have solved this problem by turning all of their 
= circulation worries over to us. 

Our service includes: 


© Reguiar Renewal Follow-up! © Subscription Sales Promo. © Addressing and Complete 
tien' Fulfillment Service’ 
® ABC Statements, Micre-rec- © Nation-wide Newsstand Dis- 
ords and Correspondence! tribution! 


© Daily List Maintenance! 


It went to Want more information? Write or call: 


Pa 
PUBLISHERS: fe: 15 
po S FS evelopment ° The 


538 South Clark Street, Chicago 5, Illinois s ef 
fo the 


Wve 9-3773 
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WVESTMENT JUST AS MUCH AS OUR PLAN 
LBVER BPENOS WE UIONG TO BUN ANC 
CPERATE THE PLAN'S WHERE VOU MaKe 


The third spread in the book carries on the guessing game, this time with easily identifiable | 
trademarks “because the advertising has been continued,” and starts Joe and Salesman Brown 


on a visit to a grocer. 
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The visit-to-the-grocer sequence is concluded at the bottom of the left-hand page on the 
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spread, and Joe proceeds to the research department to collect some more data. 
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PEVENBER WHEN AL THE ULx ROLE’ GORE 

| WE MADE WAS DACKED 'N ONE ORNER CF THE 
CAMBRIDGE PLANT BY A FER PEOPLE THEN WE 


— CR STEPPED UP THE AOVERTISING 


my STEVE yOu Fel Bws Mave 
THE “6U@ES. CAN OU TEL: WE 
WHETHER OLR GOVERTISING 6 


NOT AT Ai... FOR EXRUPLE, 
WE SPENO Oniuy & ERACTION DE 
BCGNT 8 CARE ROR A. CUR 

Ct CALE? SRP COVERT IGING 


BOs PLENTY OF PECPLE ARE 
WORKING ON WUw TOLLE Gon 


é G29 Gao 
RINSC GALES W ‘O67 EXCEEDED "OL Sal: 


VE HEARD THAT LUX RADIO 
THEATRE COSTS ABOUT 940,000 
EVERY WERK THAT SURE G ErPENSIE 


WARD», JOR, BECALBE FOR THAT 
$4.0, C00 WE HAVE REACHED AS 
= 


USTENER FOR BH MINUTES OF 4 
COMMERCIAL BELLING. - A B-AiTE 

PHONE CALL WO MAT MANY PROFLE 
WOULD C067 OVER $6,000, < 


The following spread finds Joe pursuing his questioning in the finance division, where he gets 
some dollars-and-cents data on the relationship between sales and advertising, and then proceeds 
t» the advertising department for some detailed discussion of advertising vs other selling costs. 


OUR ADVERTISING REAL\Y PRS OFF 
BABE EUTH MADE $80 000 A vEAR BUT 


4H CERTAINLY WES WORTH IT THE ney 

ME PACKED THEY IN. THATS WHY WE SAVE 
BY BUYING THE BEST IN BADic SHOWS 
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CBRRIED BY ANAC, NEWSPAPERS aN 
VAGAZINES. NOW LETS TAKE 4 LOOK ar 
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The following page shows Joe getting some down-to-earth 
thinking on advertising costs and results (above) followed by 
two pages in which Lever radio, magazine, newspaper and other 
advertising is detailed below. The inside back cover (not shown) 
reproduces a statement made by the first Lord Leverhulme in 
1924—“Good advertising will bring new business which should 


more than pay for its cost . . 


. The consumer pays no more, 


because the producer can accept a smaller margin of profit be- 
cause of his greater sales .. .”, and a brief letter from Mr. Luck- 
man reiterating the social and economic values of advertising. 


|their names and gave additional 


|duction workers come 


comments, both about the booklet 
and about the company’s adver- 
tising,” Mr. Drew says. “Returns 
are still coming in, and we expect 
a great many more when our pro- 
back from 
vacation.” 

The booklet was prepared by 
the Lever public relations depart- 
ment, which gathered the facts, 
wrote the copy and worked with 
Stuart Bratesman, art director, 
who brought in Johnstone & Cush- 
ing of New York to execute the 


| art. 


At various stages the booklet 
was copy tested with plant man- 
agers, various levels of super- 
vision and _ representative em- 
ployes, including union commit- 
teemen. “The conferences,” says 
Mr. Drew, “were productive of 


|many valuable suggestions which 


were incorporated into the finished 


| text.” 


“What About Lever Advertis- 
ing?” is the second major booklet 
on the operation of the company 


which has been published since 
Charles Luckman took over the 
presidency of Lever Bros. The 


first in this series was “The Road 
Ahead,” which was commented on 
in the detailed two-part analysis 


of Lever operations and plans 
which appeared in AA July 28 
and Aug. 4, 1947. This booklet 
analyzed the company’s problems 
and plans for the future. 


Give Info to Employes 


These “major” employe infor- 
mation pieces are part of an all- 
embracing information for em- 
ployes service, which during the 
past year has also resulted in dis- 
tribution of a special booklet on 
safety and an attractive “Welcome 
to Lever House” booklet designed 
primarily to orient new employes. 

Another booklet is now in the 
final production stages. Titled, 
“Growing with Lever,” it is a 
handbook for employes, covering 
basic personnel policies of the 
company, history of the company, 
plants, products and people. It 
will be distributed in the fall. 

“All this activity is a develop- 
ment of Mr. Luckman’s philosophy 
for Lever Brothers, namely, shar- 
ing information about the com- 
pany, its operations and its pros- 
pects with the employes,” says Mr. 
Drew. “This is a marked innova- 
tion in this company, and the re- 
sponse on the part of our em- 
ployes has been most enthusi- 
astic.” 
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HELP WANTED 


HELP WANTED 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
ISS N. Wabash. Fra. 0115, Chicago | 


UNUSUAL OPPORTUNITY 
For young advertising man experi- 
enced in preparing dealer ads—lay- 
outs and copy—and advertising pro- 
duction work. Position open with 
nationally known manufacturer in 
Chicago suburb. Send photo, write 
fully (in confidence) about yourself, 
your experience and starting salary > 
expectations. 

Box $717, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising Mirrors & 


Mirro-Signs 


"MIRRO-PRODUCTS COMPANY 


* North Carolina. — 


. 


High Point 2 


Are You a COPYWRITER... | 


—who has served his apprenticeship 
but still has his biggest future ahead 
of him... 
—who has the imagination to discover 
the dramatic selling theme in a prod- 
uct—and the creative facility to put 
it into persuasive words... 
—who has outgrown his present spot 
—or who is lost in the ruck of a too- 
big organization... 
—who wants to build a permanent 
place in a long-established, steadily 
growing company ... 
—who likes to be a part of a friendly, || 
| 


work-together advertising team... 
—who would appreciate living in a 
pleasant, cultural Ohio River city... || 
222 | 
Then the nation's oldest pharmaceutical 
manufacturer has an opening for you on 
its growing copy staff, creating all types 
of copy to physicians and pharmacists. | 
Working conditions are tops, in quiet | 
suburban surroundings away from ‘'down- 
town'’ heat and =e, for a company || 
that believes employees are human be- 
ngs. | 
Write (please don't phone or send 
samples) to 
Director of Advertising and Promotion 


THE WM. S. MERRELL COMPANY 
Cincinnati 15, Ohio 


OPERATIONAL ANALYST | 
AND ADMINISTRATOR | 


Broad experience in control problems of || 
industry involving internal and external || 
research into sales, markets, advertising, || 
production, costs and budgeting, continu- || 
ous employment at high level of executive 
responsibility, training in statistics, finance 
and accounting, B.S. degree and wide in- || 
tellectual interests make a valuable com- 
bination of experience and training for 
any business—large or small. If you have 
need of an administrative executive assist- 
ant, a research executive or a controller 
in the broad sense you can do yourself a 
service by writing 


Box 7132, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


Publisher's Representative 
located in Chicago and covering five 
midwest states, wants additional mag- 


azines. Strictly commission basis. Ex- 
perienced in consumer and trade 
fields. Best of references. 


Box 713!|, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


TELEVISION EXECUTIVE 
AVAILABLE 


Experienced ideaman with thorough 

knowledge of sales, promotion, pro- 

gram production and motion pictures. 
Box 7133, ADVERTISING AGE 
100 E. Ohie St., Chicago 11, Ill. 


FOR SALE 
RADIO STATION 


Box 7134, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


| specializing in 


| Copywriter. Mech & Ind exp..to ( 
Edit.-Prod. Woman, Educ. exp. .$3700 | 


Wanted: editorial make-up-produc- 

tion man, national magazine. State 

age, experience, salary expected. 
Box $713, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALESMANAGER — with technical | 


knowledge of letterpress and offset 


printing, able to make decisions, ca- | 


pable of training, supervising and 
inspiring sales force, supported by 
direct mail. Man selected will be 


| given full responsibility and author- 


ity. Must also travel and do per- 
sonal selling. This is an exceptional 
opportunity by progressive Mid- 
Western concern with a national 
reputation, operating two 
publication, cata- 
logs, direct mail and edition binding. 
Give complete details of experience, 
education, age, height, and anything 
you think will help us consider you. 
Unclose photo, 
fidential. 

Box 9715, ADVBPRTISING GE 

100 E. Ohio St., Chicago 11, Il. 


plants | 


All replies held con- | 


Advertising Representative for West | 


Const, who knows sales promotion. 
Free to travel and financially re- 
sponsible. 
Box $704, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LOGSDON PERSONNEL 
Public Relations Writer . . mag., 
booklets, news releases, radio..Open 
Space Salesmen—Trade Exp.$8-10,000 
Layout Men & Women.. <eewpe-taaee 


Prod. Woman—<Agency Exp... .$3300 
Copywriter— W oman—Food-Agcy 


GEE cs wad ba todas 060 404,600.05 $3000 
Layout Women (2) 
PEOCMEs WGIOT occ ccc sceccncce Open 
Ace Re-Vamp Artists (2), 

De Cn Sa sedwheenteervss'en Open 


Photographer—Studio Expr....Open 
19 W. Jackson—Harrison 5400 


Wanted: Space Buyer 
Who Wants to Grow 


This spot in Chicago isn't just another 
space buying job. 

The agency is one of the biggest 
in the country. The job that's open 
has been made by the organization's 
unusually rapid growth. 

Naturally, we want a man who'll be 
able to grow with us. And we'd like 
him to have done considerable grow- 
ing already. 

If you're our man, you'll be able 
to evaluate all types of publication 
media. You'll be the kind of a fellow 
whom people like and who likes peo- 
ple. If you can write, so much the 
better, although that isn't essential. 
And, of course, you'll be a cracker- 
jack at detail work and at handling 
all routine duties that go with buying 
space. 

If this sounds good to you, write 
us in detail, stating age and salary 
requirements. Our own people know 
about this ad, so let yourself go. 


Box 7135, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING 
PRODUCTION ASSISTANT 


for large mid-west industry. 
State age, education, past ex- 


perience, and salary desired. 


Box 7137, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING AGENCY 
LAYOUT MAN 


Interesting opportunity with Mid-West 
Advertising Agency for layout man 
experienced in doing visuals, compre- 
hensives, art buying and is capable 
of operating as a working art direc- 
tor. Write in confidence, briefing 
experience. 


Box 7136, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


|advertising salesmen 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—C reative—Executive 
Censult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., Har. 2063, Chicago 


Publisher of merchandising business | 
corre- | 


papers is open for Detroit 
spondent familiar with department 
and specialty stores. Write Julien 
Elfenbein, Haire Publishing Co., 
1170 Broadway, New York 1, N. Y. _ 
Account Exec.—Feeod Exp. .. .37,500 
Advt’s Production Assistant.. 3,600 
Advertising Assistant 3,300 

Copy writers—Top salary 

Layout Artists—$5,000 

SHAY AGENCIES 


20 W. Washington, Chicago 2, ill. 


DISPLAY MAN 
Nationally known manufacturer lo- 
cated in Chicago suburb offers un- 
usual opportunity for young man 
experienced in creation and pur- 
chasing point-of-sale material, itin- 
erant displays, ete. Send photo, write 
fully (in confidence) about yourself, 
your experience and starting salary 
expectations. 

Box $716, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


+ Advertising men: Due to expansion 


looking for two high-grade 
for our retail 
staff. City of 140,000 population, our 
circulation in excess of 100,000 daily. 
Can guarantee suitable housing. 


we are 


| Wire, write or phone: F. E. Katter- 


| 


| john, 


Advertising Director, Evans- 


ville, Ind., Courier & Press. 

_POSITIONS WANTED 
ADVERTISING MAN, young (35) 
with 10 years executive positions 
experience with agency and manu- 
facturer in Latin-America, seeks 
position same capacity. Language: 
Portuguese and Spanish. Box A523, 
113 W. 42nd St., New York 18, N. 


ADVERTISING AND SALES 
PROMOTION MANAGER— 
young (33), creative, eleven years 
intensive experience with nat'l 
advertisers, Thoroughly familiar 
graphic arts, media, publicity. Direct 
mail award winner. Convincing 
speaker, good organizer. Experi- 
enced in dealer, distributor contacts. 
Will get the utmost from your 
budget, working closely to sales ob- 
jectives. Want responsible perma- 
nent position with aggressive man- 

ufacturer. 

Box $718, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Live wire guy with good taste and 
a mind for details seeks production 
job in studio or agency. Some lay- 
out and copy ability. Ten years’ ex- 
perience in top Chicago studios. Two 


| years as ad manager in Chicago re- 


| training exp., 


tail music field. If you want an all 
around man write: 
Box $719, ADVERTISING AGE 


wants a change. Ac- 
customed to million dollar budgets. 
Prefers smaller cities. 
request. 
Box 9720, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING and SALES 
PROMOTION EXECUTIVE 
Now associated with large Chicago 
manufacturer desires greater oppor- 
tunity with progressive growing 
company or advertising agency. 
Thoroughly experienced in maga- 
zine, direct mail and publicity cam- 
paigns. Familiar with making bude- 
ets and schedules and supervising 
sales training and sales contests. 
Experienced in client contact. Good 
public speaker. University Graduate. 
Ex Naval Officer. Age 37 and single. 
Box $721, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
College Graduate—Ad Major with 
Agency Experience—wants job with 
company advertising department or 
small agency—will go any place for 
the right job. 
Box $722, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


REPRESENTATIVES AVAILABLE 


Representative with long experience, 


well acquainted with Chicago area, 
with fine sales record, wants to 
handle space sales for a live busi- 


ness paper. 

Box 9723, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
MISCELLANEOUS 
PARTNERSHIP INTEREST 
Magazine publisher seeks top grade 
Adv. or Cire. man 28-38, who can 
show highly-resultful record and 
has thorough executive ability. Good 
salary and optional financial inter- 
est—an unusual Southwestern op- 
portunity owing to publisher's early 
retirement. Our magazines lead 
their fields. Consumer publication 
or agwency experience essential, State 
full record of positions held, first 

letter. 

Box $714, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
OFFICE AVAILABLE—furnished or 
unfurnished private office—immedi- 
ate Grand Central area New York— 
reasonable rent for responsible per- 

son, 
Box 9708, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Pace-Wiles Appointed 
National Mattress Co., Hunting- 
ton, W. Va., has appointed Pace- 
Wiles, Inc., Huntington, to handle 
its advertising. Trade and con- 
sumer publications will be used. 


Resume on) 


Ad Writing 


One Slip Can Mean 
Lawsuits, Broken 
Contracts, Firings 


By PHIL SEITZ 


Los ANGELES — Imagine making 
|}a layout where one type face has 
_to be 2% smaller than another 
type face or a $50,000 lawsuit may 
| be filed against you—and doing it 
|365 days a year. 

That’s just one of the minor 
problems faced by advertising ar- 
tists here in the film capital, who 
have to put their work together in 
the face of suggestions from ac- 
count executives, clients, sundry 
vice-presidents and the “advertis- 
ing billing sheet.” 

The billing sheet, an innocuous 
sounding document, originates in 
the studio legal department. The 
|instructions on this sheet are not 
suggestions; they must be fol- 
‘lowed exactly. 
| The words “followed exactly” 
mean just that. Failure to do so 


——l|has cost more than one job in 


|Hollywood, and many a legal ac- 
| tion in which the decision is a 
| foregone conclusion. If the adver- 
|tising billing sheet is followed, 


yy! | you win; if it isn’t, you lose. 


In itself the advertising billing 
| sheet isn’t very impressive. It is 
|usually a mimeographed copy of 
/a summary of the advertising and 
|promotion provisions of the con- 
tracts between the studio and each 
_player of consequence in the pic- 
‘ture concerned. 


A Veritable Dossier — 
It shows the title, the name of 


‘the stars and featured players, | 


|producer, director, screen play 
|credit and frequently, credit for 
|the original story, a special dance 
number, etc. These are the names 
which represent the basic copy 
which must be shown in all studio 
|advertising, all advertising at the- 
aters owned by the studio, and in 
| the press book sent to distributors. 

But this is only the beginning. 
The relative size of these names 
and words is rigidly prescribed. 
The specifications read like this: 
|The name of the picture is 100% 
in terms of type size. The name 


Advertising Age, August 16, 1948 


Movie ‘Credits’ Make 


a Nightmare 


,sider, but to players and thei) 
|agents, billing is a very seriou: 
_ matter. For one thing, they wan: 
|the benefit of advertising, which 
|increases public acceptance 0: 
'them as stars. Too, the busines: 
of being a star has many perspec- 
| tives, not the least of which ar 
| prestige in the trade and the re- 
| gard a studio is known to have fo) 
a player. When a star is in de- 
mand, a greater demand is cre- 
ated, and vice versa. And to the 
trade it is a simple matter to de- 
termine the status of a player by 
checking studio advertising . . 
the relative size and placement of 
| the type tell the story. 


Mistakes Can Be Costly 


Tangible evidence of the recog- 
nized importance of billing is 
found in the case of a still top- 
name star who wanted to get out 
| of a contract a few years ago. A 
| picture in which he appeared was 
shown at one of the studio’s own 
theaters, and through error his 
| billing was 10% less than it should 
have been. He went to court with 
evidence of a broken contract. He 
got what he wanted, the contract 
was dissolved. The studio, which 
didn’t want to lose him, fired 13 
people apparently everyone 
who came within hailing distance 
of that particular ad. 

Not so long ago Maria Montez 
collected $50,000 because, through 
\error, her name was shown in 
smaller type than her contract 
‘called for. And Janet Blair has 
| just won an injunction from a fed- 
/eral court which gives her equa! 
| billing in “The Fuller Brush Man.” 
| Further, the studio has been for- 
| bidden to issue advertising or paid 
publicity in which her name is in 
| smaller type than Red Skelton’s. 


| In practical operation, following 


of billing presents many quirks. 


| Take the picture with three stars, 
| none of whom can be billed above 
|the others. This means they all 
|must be on the same line, which 
is simple enough in a large ad. 
But in a two column ad or worse 
| yet, a one column ad, the size of 

the type used for the names neces- 
| sitates so small a type for the title 
| that it is difficult to pick it out. 


Erroneous Impressions 


of the star or co-star is specified | 


at ....%. Ina progressively di- 
minishing scale, the relative per 
cent of each credit is shown down 
to the line “based on a story by 

.”’ which is usually about 10%. 

Explanation: If a star gets 75% 
billing, it means the type size in 
which his name is shown must be 
25% smaller than the type in 
which the title is shown, and so 
on down the line. 

From there on it gets a bit more 
complicated. If there are two 
stars their contracts may stipulate 
that the name of one must always 
precede the other, or, that both 
must be on the same line, with 
one always to be listed first (at 
the left). Another provision re- 
lates to whether the name of the 
star(s) must precede or follow 
the name of the picture. Some- 
times this is shown as optional. 

When there is more than one 
star and all get the same per cent, 
it is usually prescribed that they 
all be treated alike with respect 
to first and last names, i.e., if one 
star’s first name is shown above 
his last name, the others must be 
similarly shown. 

Another optional provision may 
be the billing of minor players 
with, say, 374%2%. In such cases, 
the option may declare that the 
only mandatory use of their names 
is on large ads or posters. 

These contractual provisions 
may sound overdone to the out- 


Then there is the case of the 
| star who was featured in just one 
|three-minute scene in a _ recent 
/movie. Her contract calls for 
/100% hilling, and even though 
\that kind of billing gives the 
moviegoer an erroneous impres- 
sion of the picture, that is the way 
|it had to be billed. 

Probably the outstanding candi- 
date for something or other was a 
| movie in which one star got 160% 
‘and the co-star got 98%. Solu- 
| tion to that one was setting both 
names in the same size _ type, 
then photostating one down 2‘ 
To the casual eye there was no di'- 
ference in the size of the two 
names, but it was there. 

Occasionally, when a particula’ 
player is wanted for a specific pic- 
‘ture, a larger billing is offered a: 
an inducement, even though h 
wouldn’t ordinarily rate it. Thi 
happened recently when a to 
name female star getting 100° 
had to share it with a male B sta! 
who had to be given the 100% a: 
an inducement. In terms of bo: 
| office he just didn’t rate that kinc 
of a play in advertising. 

But movie artists get to lear 
ways of evading billing provision 
and stay within the law. In th 
case, the ad carried a smashing 
headline reading something like 
this: “(name of the female sta! ) 
in her greatest role” followed [ry 
the title of the picture. Below the 
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A Typical Advertising Billing Sheet 


Reprinted here is the “advertising billing sheet,” includ- 


ing voluminous “notes,” for a well-known movie. 


names have been changed. 


Only the 


NOTES: 


ADVERTISING BILLING 


Superdoo Pictures 


presents 5% 

OSWALD OSWALD 100% 
and 

one tae wr 
in 

WHO'S DELIRIOUS NOW? 100% 
with 

Kenneth Edgar 40% 


Produced by d'arcy d'Abbeville ) 
Directed by Homer Iliad ) 
Screen Play by Michael Chorine 
Based on a story by Chorine Michaels 
A Superdoo Picture 


Feb. 16,1949 


20% (25% Trade 
(20% Newspapers 


10% 
10% 


| be starred or may precede the name 


Loewenberg Changes 


Sydney Loewenberg, former 
member of the executive staff of 
Roy S. Durstine, Inc., New York, 
has been appointed promotion and 
merchandising manager of Es- 
quire, New York, and assistant to 
E. A. Korchnoy, promotion direc- 
tor of Esquire, Inc. Before join- 
_ing Durstine, Mr. Loewenberg was 
| promotion manager of the New 
York Journal-American. 


-WDAR Appoints Thesmar 


L. H. Thesmar, formerly com- 
mercial manager of WSAV, has 
been appointed general manager 
| of Station WDAR, Savannah, Ga. 


Appoints Humphreys 
Otho F. Humphreys has been 


radio and television of Goulston 
Co., Boston agency. 


Green Heads Lewin Copy 


Walter Green, formerly copy 
_chief of Hirshon-Garfield, has 


We agree to announce OSWALD | of the Artist or may be announced | joined A. W. Lewin Co., New 


OSWALD as a star or co-star, as we | 


may elect, in all adv. and paid pub- 
licity (except group, list, and teaser 
adv. and adv. of 2” in height or 
less). The name of no player may 
precede the name of the Artist, except 
that in the case of any motion picture 
photoplay in which EDGAR WHOOSIS 
and the Artist appear, the name of 
EDGAR WHOOSIS may precede the 
name of the Artist. The name of no 
other player may appear in size of 
type larger than that in which the 
Artist’s name appears. The Artist 
agrees that we may announce his name 
either above or below the title of said 
photoplay, provided that if name ap- 
pears below the title, the word 
“starring” shall appear below the title, 
and the name of no player shall pre- 
cede the title or the word “starring”. 

We agree to announce MARIAN 
MARION as a co-star or featured 
player in all adv. and paid publicity 
(except group, list and teaser adv. 
and adv. 2” in height or less). In 
the event we shall elect to announce 
the name of the Artist as a co-star, 
we may announce the Artist’s name 
together with the names of her co- 
stars above or below the title; we 
may announce the names of such 
co-stars as we elect, provided that 
the name of no such co-star, except 


the name of OSWALD OSWALD, may | 


precede the name of the Artist or 
may be announced in larger size of 
type. In the event that we shall 
announce the Artist as a featured 
player, the name of no player, ex- 
cept that of OSWALD OSWALD, may 


in larger size of type, and the name 
| of only one other player (in addition 


| to the name of OSWALD OSWALD) | 


| may be announced in as large a size 
of type as that used to announce 
the name of the Artist. 

We agree to announce LEE WARD 
in all paid adv. and publicity (except 
group, list and teaser adv. and adv. 
of 2” in height or less) in not less 
than third position of entire cast if 
budgeted negative cost of such 
photoplay is $400,000 or less or in 
not less than fourth position if 
| budgeted negative cost of such 
| photoplay is is in excess of $400,000. 

We agree to feature KENNETH 
EDGAR in all adv. and paid pub- 
licity (except group, list and teaser 
adv. and adv. of 2” in height or less), 
further agreeing that only the names 
of OSWALD OSWALD, MARIAN 


cede his name. 


1939 
ment, 


Screen Directors Guild agree- 
and to be announced in 


trade paper advertising, 
is to be not less than 25%. 
Screenplay credit in accordance 
with 1942 Screen Writers 
| agreement. 
Advertising billing 
with the 


in connection 
writing of incidental! 


| Raregee for LEE WARD in said 
| photoplay has been waived by 
| ALLYN ALLENBY and TED 


| SQUARE. 
S. P. Q. RUSSELL 


title, faithful to the contract, was 
the usual line “........ presents” 
followed by the names of the stars 
in type of equal size. 


Still Other Devices 


Another device used when a 
player must be given an unde- 
servedly large billing is to set the 
name of the top star in bold face, 
the other(s) in hair line type. As 
a check against this, many players 
request contracts which specify 
that credits will be “the same size, 
weight, and style of type and be 
printed in the same color.” The 
color provision is just in case an 
artist might decide to show one 
name in red, and another name in 
yellow. 
tracts may specify that if heads of 
the players are shown in adver- 
tising, they must be of the same 
size. 


Crosby An Exception 


A surprising exception to the 
scramble for 100% billing, and 
with it the star billing, is Bing 
Crosby. Far from insisting on 
100% and the billing of sole star, 
to which his popularity and box 


office draw entitle him, he often | 


takes less and has a_ contract 
which states his name can be 


placed above or below the title. In | 


addition, his contract states spe- 
cifically that he is “not to be 
shown as sole star without his 
written consent.” 

Obviously a movie advertising 
artist can be excused for com- 
plaining that with all the restric- 
tions imposed on his work by con- 
tracts, he is unable to exercise 
his creative abilities to best ad- 
vantage. Yet on the other hand 
the restrictions actually necessi- 


In the same vein, con- | 


tate the highest type of creative 
| art. 
| There may be something in the 


| latter view. Probably the average 
| artist would have thrown in the 


|sponge if he had been given the | 


‘problem of planning a 24-sheet 
poster for a musical in which 
| there were 20 stars, all getting 
100%. But the artist who han- 
|dled that one had a very neat 
|solution. He put the title of the 
'movie in the center of the poster, 
|and used the names of the twenty 
| 100-per-centers to make a border 
|around the edge. 


| Perfex Plans Drive 


Perfex Co., Shenandoah, Ia., 
will conduct a campaign in the 
dairyland section of the central 
states for its new product, Tyro 
dairy cleaner. Perfex also makes 
Perfex Super cleaner and Gloss- 
Tex plastic starch. Buchanan- 
, Thomas Advertising Co., Omaha, 
is the agency. 


‘Long Transferred 


M. Randolph Long has been 
| appointed district manager of Ma- 
| terials & Methods, in the Chicago 
office of Reinhold Publishing 
Corp. He will cover the Chi- 
|cago and Detroit territories. Mr. 
Long was formerly district man- 
ager in the Philadelphia office. 


‘Maps Pie Mix Drive 

John R. Marple & Co., West- 
field, N. J., national distributor of 
| Betty Gaylord products, will 
shortly launch a test campaign for 
the new Betty Gaylord pie mix in 
Westchester, N. Y., newspapers 
and radio stations, through its 


newly appointed agency, French & 
| Preston, New York. 


MARION and LEE WARD shall pre- | 

Director’s credit in accordance with | 
size | 
of type not less than twenty percent | 


(20%) of that of the title, except in 
which size | 


Guild | 


| York, as copy chief and member | 


| of the plans board. 


appointed general director of. 


Automatic Screw Names 3 | 


Thomas M. Leisle has been pro- 
moted from general manager to 
vice-president of Automatic Screw 
Machine Products Co., Milwaukee. 
Roland G. Herker has been ad- 
vanced to general manager and 
E. M. Ross, formerly with Lamson 
& Sessions Co., Cleveland, has 
been named sales manager. 


— 80.000 


primary teachers 


read and use — 


sper ton 


Genuine photographs manufac- 
tured in quantity at little 

than letterpress in 
any size... get full 
particulars from 


“Getting Good Signs from , 
Is Nota New Experience for Us ?’~ says rep & wie 


——————____—-_- — 


PRONE STATE e708 


eaecutrive orvices 
308 West Wi 
CHICAGO 6, IL. 


October 7, 1947 


Mr. Morton L. Clark 


the past 18 years. 


no signs from any other manufacturer. 


Yours very truly 


ROHSEA 


Rep & WHITE CORPORATION 


During that time ve have bought 


ED & WHITE CORPORATION 
Ray 0. Harb 
NATIONAL SALES SERVICE MANAGER 


Cocedies Meoteverters 
Tereste, Oaterie 


President-Treasurer 
Artkraft Manufacturing Company 
Lima, Ohio 
| Dear Mr. Clarks 
Getting good signs from Artkraft is not a new RAY Oo. HARB 
experience for us, For as you know, you have been 
making our porcelain enamel store front signs for oe 


DEALER SIGNS 


MAKE YOUR NATIONAL ADVERTISING 
5 TIMES AS EFFECTIVE 


Increase your sales 14.6%** 


For over a quarter century we have regularly served 
leading merchandisers, including Red & White Food 
Stores, Westinghouse, Western Auto, Frigidaire, Delco- 
Heat, Shell, A & P, Pittsburgh Paints, Lowe Brothers 


Paints, Dupont, General Electric, and many others 


Certified audited records show Artkraft® signs to be 999/1000 perfect over a 


period of years. Artkraft* has again set the pace with an entirely new insulator for its 


neon displays, an exclusive feature that can be found on no others. 


It is short- 


proof and positively eliminates flicker from neon signs for the first time in history. 
This new insulator is made of boro-silicate, a heat-resistant glass, and is of the same 


type used in high voltage transmission lines. 


It has a stainless steel clip for holding 


the open bus bar—another Artkraft* innovation—as well as @ stainless steel base. 


SIGN COMPANY 
Division of Axt£2a4t' Manufacturing Corp. 


900 Kibby Street 


THIS COUPON FOR YOUR CONVENIENCE 


Arnthraft’ SIGN COMPANY 


FREE! 


. 
> *. 
> . 
4 . 
} * 
4 . 
° . 
4 * 
> * 
4 * 
+4 . . id 
. . . 
suet Manufacturing Corporation 
: Division of 4Anthraft g P : 
= 900 Kibby Street, Lima, Ohio, U. S. A. : 
. 
: ( ) Please send, without obligation, details on Artkraft® signs and : 
4 information on how to set up a successful dealer Sign program. : 
4 ) We are interested in a quantity of outdoor dealer neon signs : 
* ( ) Weare interested in a quantity of Porcel* M-Bos'd store front signs. s 
: : 
+4 . 
fe PPTL TUTTE ULE Le ee : 
: : 
e . o = . 
Lima, Ohio, U.S.A. ft Seeererrrrt errr eri eee eee oe : 
: : 
a 
© HY nce c ec cece ccc ncccrenenserresnccssscssceeeesees : 
PPTTTITILILITI TL ee 
LITERATURE gms * 
LONG 
“How to Set Up a Successful Dealer Sign Program” LIFE 


QUALITY PRODUCT 


*Trademark Reg. U. S. Pat. Off. —**Proved by actual audited research 
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52 
Tavern Pale to Doner 


W. B. Doner & Co., Chicago, has | 


been named to handle advertising 
of Atlantic Brewing Co., Chicago, 
brewer of Tavern Pale beer. Ten- 
tative plans call for the use of 
outdoor posters, radio, television 
and newspapers. 


Pan American Named 

Pan American -Broadcasting Co. 
has been appointed to represent 
HJAK, Barranquilla, Colombia, 
and KIBH, Seward, Alaska. 


Got A Drug Product? 


Many drug firms are 
crying the blues. But 
my client’s sales are 
over 10% ahead. Want 
more business ... NOW? 
Write: 


Box 7113, Advertising Age 
830 W. 42nd St., N. Y. 18, N.Y. 


To Henry & Simpson 
Henry & Simpson, publishers’ 
representative, has been appointed 
Pacific Coast advertising repre- 
sentative of the Lion and El Leon, 
official publication of the Interna- 
tional Association of Lions Clubs, 
Chicago. 
Kay to Goehring 


| 
| 
| 
| 


Harriet Kay, for the past four | 


years a copywriter at DuFine- 
|Kaufman, Inc., New York, has 
been appointed creative director 
on fashions of the Jack Goehring 
| Co., New York. 


Cox Advanced 


vertising and _ sales promotion 
manager of the Chicago branch of 
| Frigidaire Sales Corp. He was 
| formerly sales promotion manager 
| of Frigidaire’s St. Louis branch. 
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Market, that has made it 
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Percentage Unequaled 


Yes... 3 out of every 4 daily and Sunday Oakland 
Tribunes are delivered to the home. No other news- 
paper with a circulation of over 150,000 can top that 
percentage figure. Why? 


Because, it is the editorial excellence and the out- 
standing public service which The Tribune has given 
to the peoplé in the great Metropolitan Oakland Area 


TOTAL NET PAID CIRCULATION 
DAILY 


153,887 


A.B.C. Publisher's Statement, March 31, 1948 


~ 


the leading newspaper. 


SUNDAY 


167,258 


SVACT HATES ORF LS CHOCO OTS. @1OL WERE UOITLS FRESH Cmrcecd Herhe ates Feeeie 


“- _ CRESMER & WOODWARD, INC. 


B. H. Cox has been named ad-| 


Toronto Star 


6-Month Record 
of Newspaper 
Linage Released 


New YorKk—Despite the typo- 
graphic strike which has had all 
Chicago newspapers in their grip 
during the entire period, the Chi- 
cago Daily News and Chicago 
Daily Tribune led all newspapers 
in the United States in national 
advertising linage during the first 
six months of 1948, according to 
the six-month report of Media) 
Records, Inc. 

The Chicago Daily News topped | 
evening papers in this regard, | 
with a six-month record of 1,-| 
833,949 lines, and the Tribune | 
topped morning papers, with 1,-| 
863,120 lines of national (general) 
advertising. Leading Sunday pa-. 
per in the national classification | 
was the New York Times, carry- 
Mg 2,346,891 lines of general ad- 
vertising. 

At the top of the heap in total 
advertising for the period for| 
weekday morning papers was the 
Chicago Tribune, with a record 
13,131,001 lines of advertising, 
compared with 10,169,648 lines for | 
the first six months last year. | 
Leading weekday afternoon paper | 
in total linage was the Dallas | 
Times - Herald, with 11,807,952 | 
lines, and leading Sunday paper 
was the New York Times, with | 
8,410,380 lines. 


Detail Is Given 


First among all papers (both 
six and seven-day) in total linage | 


daily: and Sunday issues during | 


the six months carried a total of Herrington to ‘Collier's’ 


20,982,941 lines 
Second in this grouping was the | 


of advertising. 


Miami Herald, which printed 18,- | 
163,952 lines of advertising. Close | 
behind in totals were the New | 
York Times (17,495,651), Balti- | 
more Sun (16,991,233), and the) 
Detroit News (16,920,487). 

First ten U. S. papers (plus | 
Canadian papers which belong in | 
the “first ten”) in each of the | 
groups,.as shown by Media Rec- | 
ords, with their linage for the | 
period, are: 

GENERAL ADVERTISING 
Weekday Morning Papers 
Chicago Tribume ... cece 1,863,120 
Mew TOrk Times ...s-ccece 1,764,285 


Ditewmal BMerald 02... cccceess 1,655,007 | 
| Boston Herald ...........+. 1,540,952 | 
| New York Herald Tribune. 1,472,265 | 

Toronto Globe & Mail...... 1,470,305 | 

TS 8 eee 1,419,170 | 

New Orleans Times- 

ee a 1,345,859 | 

Philadelphia Inquirer ..... 1,331,600 | 

UOW TOF MOWE 2c cts sese 1,294,214 | 


(Includes 71,879 lines of split-run) | 
Jacksonville Times-Union... 1,228,841 
Weekday Evening Papers 
Chicago Daily News....... 1,833,949 
1,702,926 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


GREAT PUBLICATIONS T0 SERVE You 


| 
| 
| 
| 
| 
| 
| 
| 


oer 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


THE ADVERTISING FIELD 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 


| Indianapolis Star ......... 


Advertising Age, August 16, 1948 = 


Boston Traveler .......... 1,690,276 | . . r? 
Philadelphia Bulletin ..... 1,660,463 Yocum Joins Richards 
Montreal Star............. 1,606,769 | as Vice-President 
Montreal La Presse........ 1,574,146 | : 
Detrekt Mews ...-icocbacces 1,545,915 Trell Yocum, former chairman s 
| Cineinnati Times-Star .... 1,433,777 | of Ridgeway, Ferry & Yocum, New r 
ree 1,420,176 | York, now dissolved, and before r 
Fd a cendulvene ea that with Young r 
Clevelan Tn pbesdevess 1,380,347 : 
Sacramento Bee .......... 1,352,625 & Rubicam and 
Buffalo Evening News..... 1,348,757 Compton Adver- 
ee 1,333,937 |tising, New 
Sunday Papers York, has _been 
Meow YWOe TWImes. o.ccccscs 2,346,891 | appointed vic e- 
New York Herald Tribune. 1,675,564 | president and 
ee | oe 1,583,520 |'member of the ; 
eveland Plain Dealer.... 1,540,194 
Philadelphis ' --'n9. | Plans board of ‘ 
PF phia Inquirer ..... 1,155,728 - 
Cincinnati Enquirer ...... 1,110,728 | Fletcher D. Rich- 7 
New York News........... 1,106,561 | ards, Inc., New ‘ 
(Includes 30,079 lines of split-run) | York. 
nae Re 29pm ge Wack aha yor For the past 
uffalo Courier-Express... 1,044,467 | 
Los Angeles Examiner ... 987,734 | + so cage re Trell Yocum 
TOTAL ADVERTISING ‘of WXKW Alb : 
Weekday Morning Papers oO 7 . any, . which re- 
Chicago Tribune .......... 13,131,001 |cently went on the air, has been 
Miami Herald............. 12,891,662 |engaged in readying the station 
Philadelphia Inquirer ..... 10,201,231 | for operation. , 
|New York Neows.......+... 9,793,666 equnammmemmnmnaan = 
(Includes 2,439,441 lines of split- 
In 
run) creases Ad Budget NE 
. \4 re 07 , a? 
—seenay Baw ol Times- meee | Wallace Brown, Inc., New York, ne 
ne) OE PPT Tee 9,714,356 | has increased the budget for its we 
New York Times ......... 9,085,271 | fall and winter magazine cam- In 


9,056,817 | paign for Christmas cards by 
8,981,567 | about 20%. The copy will appear 
Washington Post 8.505,225| in 60 to 70 magazines. E. H. 

Weekday Evening Papers Brown Advertising Agency, Chi- 


Los Angeles Times 


Jallas Times-Herald ...... ,807,952 
Waaningtes maar se pgets iy ttirey | cago, handles the account. 
PRPGICEOTe BOM ..icccccsccse 11,474,230 P ae 1,4 
ge, eee 11,469,167 
Akron Beacon Journal ....10,984,807 LoBianco Joins Agency ’ 
Houston Chronicle .. ..... 10,833,250 Peter LoBianco has joined the H 
Philadelphia Bulletin ..... 10,741,015 | art staff of Hoefer, Dieterich & 
Newark News............. 10,542,905 | Brown, Advertising, San Fran- Ni 
Cleveland Press .......... 10,494,454 | cisco, Serv 
SOTORLO BtOP 2 cncccvvccses 10,331,892 find: 
Milwaukee Journal ....... 10,044,355 | 
Sunday Papers of t 
New York Times.......... 8,410,380 whi 
Chicago Tribume ........2- 7,851,940 and 
Philadelphia Inquirer ..... 5,917,778 
Cleveland Plain Dealer.... 5,799,292 cosy 
New York News .......... 5,753,072 win! 
(Includes 1,318,221 lines of split- elici 
run 
Baltimore PR  iaa ah aera ah 5,517,003 ~— 
New York Herald Tribune. 5,492,725 prov 
Detroit News ............. 5,451,320 callb 
Miami Herald ............ 5,272,290 ; 
St. Louis Post-Dispatch.... 5,249,786 er 
So 
No magazine is more welcome to top Tt 
Lt. . office management executives than read 
William Herrington, for the past of a: 
mg tage 4 et nen rd of OFFICE MANAGEMENT metr 
e Latin American Polls of In- 
ternational Public Opinion Re- and EQUIPMENT Sunc 
search, has- been appointed man- Your advertising of office equipment are | 
ager of research of Collier’s, New and supplies in its pages will share read 
York. Before joining International in that welcome. Th 
Public Opinion Research, Mr. A.B.C. and A.B.P. is 15 
Herrington was a research execu- GEYER PUBLICATIONS—Est. 1877. Pub- 39, 3 
tive for J. Walter Thompson Co., TQUIPMENT, cavERt tence, wt or o 
Geyer, Cornell & Newell, Leo Bur- GIFT & ART BUYER and SPORTS AGE throv 
nett Co. and Blackett-Sample- oe Perle Avewwe, Saw Vows t Vv 
Hummert. the | 
| are 1 
By 
“ break 
SOUTHWEST VIRG inivs Piameer RADIO STATION — J siona 


WDBJ alone covers Roanoke 
and most of Southwest 
Virginia, a rich and rapidly 
growing market with Billion Dollar Buying 
Power! (S.M.) @ Now in its 25th year of 
service, WDBJ represents preferred enter- 
tainment for its listeners and effective 
selling for its advertisers. 


SOUTHWEST VIRGINIA 


Because WDBJ's market represents 
35.73% of Virginia's (and 7.90% 
of West Virginia's) total buying 
power! 


ASK FREE & PETERS/ 


CBS - 5000 WATTS - 960 pas 
Owned and Operated by the 
| ROANOKE, V 


-PREE. & PETERS, INC., National 
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0 GAIN AND LOSS PERCENTAGES - 52 CITIES 0 
MONTH 
JUNE 1948 ~ 1947 Loss a i eee ee a _ oan | 
GASERCARON =| wor] 10 J 10 #9 
RETA 15.4 ” igage i ene 
GENERAL 9.0 — | 
AUTOMOTIVE 25.7 | | 
FINANCIAL 14.0 | 
TOTAL DISPLAY 14.6 
CLASSIFIED 1.8 seenat: E | | 
TOTAL ADVERTISING 13.9 j | | | 
DEPARTMENT STORES | 15,0 ae | | | a, a 
ACCUMULA TIVE 
- 1-JUNE 30, 1948-1947 LOSS i“ AEE 
_ CLASSIFICATION B ho heed 1 v) = 30 = 20 ix 50 60 
RETA 17.3 ss | | 
CANERAL 8.1 —— 
AUTOMOTIVE 4.1 \ - —— | } 
FINANCIAL 10.4 ae 
TOTAL DISPLAY 15.5 = 
CLASSIFIED 13.3 SEE i 
TOTAL ADVERTISING | 15,0 ————s 
DEPARTMENT STORES | 19,3 | 


NEWSPAPER LINAGE AT A GLANCE—Media Records’ measurement of June 

newspaper linage in 52 cities shows the automotive classification leading others 

with a gain of 25.7% over Jurie, 1947. Total advertising in June gained 13.9%. 

In the Jan. |-June 30 period automotive led also, with all other classifications 
showing substantial gains. 


. | Skilled, 15.4%; clerical, 19.5%; 
Pp olitz Study Says service, 12.8%: and unskilled, hesive labels. 


| 10.9%. 
1,446,088 Read 2 or the daily readers among 


. : # women, 32.4% are employed, as| William A. Speers, formerly 
Herald American |are 88.8% of the men, with Sun- manager of CKRM, Regina, Sask., 


New York—Hearst Advertising day percentages slightly higher in 
Service last week released the) both categories; 34.6% of the daily 
findings of a study of the audience | readers live in owned homes, and 
of the Chicago Herald-American, the median rent of households for 
which was made by Alfred Politz, readers is $45; the average num- 
and which is supposed to have in-| ber of persons per household 
corporated two of Politz’ prize-| is 4.1. 


winning techniques: a system of| Politz explains in some detail 


eliciting accurate responses and/| the application of both of the new 

avoiding respondent bias, and im-| techniques to the study. 

proved accuracy by eliminating a 

callbacks based on a statistical | Int, Paper Net Up 

system. ; | International Paper Compan 
Some of Politz’ findings: - has reported net swat of $28. 
The daily Herald - American is | 556,437 for the first six months of 

read by 1,446,088 people (15 years! 1948, compared to $26,407,910 for 

of age and over) in the Chicago| the same period in 1947. Gross 

metropolitan area, by 1,862,945 on| Sales for the period were $221,- 

Sunday; 52.4% of its daily readers | 389,738, compared to $199,484,- 

are women; 53.7% of its Sunday 239 for the same period last year. 

readers are women. 
The age breakdown of readers: Hickox Named V.P. 

is 15-19, 9.9%; 20-29, 26.2%; 30-| Lee Hickox, in the Chicago of- 

39, 22.6%; 40-49, 18.8%; and 50 fice of Container Dp: sors walla 

or over, 22.5%; Sunday reading Inc., has been elected a_ vice- 

throws greater percentages into| president of the company. 

the blocs below 39, so that 81.4% ee 

are under 50. 


Moves PR Department 


By occupation, daily readers . P 
eg ea American Locomotive Co., New 
break down like this: profes-| york, has moved its public rela- 
sional, 3.5%; administrative, 7.6%; | tions department from New York 
sales, 6.6%; skilled, 23.7%; semi-| to Schenectady. 


oa 


LLIER 


'Vocalad Sets Up 
New Sales Office 


Cuicaco—Vocalad, point-of- 
purchase device that gives pass- 
ers-by an oral sales message, will 
| be promoted through Television 
Advertising Productions’ new 
Vocalad Sales Company. 

Originally named Advertone, the 
Vocalad device will be distributed 
{ aronghens the country by re- 


gional operators with sub-fran- 
| chises. 


Vocalad Sales Company will be 


‘headed by John Stebbins, and will 


/handle national pep gl gt hd 


through its offices at 360 N. Michi- 


messages for advertisers using the 
| device. 


Avery Appoints Torrey 

| John S. Torrey, formerly presi- | 
'dent of Lennan Lights, Inc., and 
account executive of Erwin, Wasey | 
& Co., has been appointed national | 
sales manager of Avery Adhesive 
| Label Corp., Monrovia, Cal., man- 
ufacturer of Kum-Kleen self-ad- 


-CKRC Appoints Speers 


has been named manager of Sta- 
tion CKRC, Winnipeg, Man., ef- | 
fective Sept. 1. He succeeds Gerry | 
Gaetz, who has been named man- 
/ager of Station CJCA, Edmonton, | 
Alta. | 


| 


| gan here. Television Advertising | 
\Productions will produce sales | ® + 


(Advertisement) 


* 


Hm-m-m!...™Must be a“SPEND-O-CRAT” 


in Total 
Advertising : 


the Nation” 


SP enovsen= 


. Chicago Tribune. ....... 20,982,941 
MIAMI HERALD ........ 18,163,952 
. New York Times ....... 17,495,651 
Baltimore Sun......... 16,991,233 
Detroit News ......+5-. 16,920,487 
Dallas Times Herald ..... 16,213,472 
Philadelphia Inquirer ... . 16,119,009 
Washington Stor ....... 15,813,939 
New York News ....... 15,546,738 
. Houston Chronicle ...... 15,274,302 


Yes, 2nd in the nation in total linage for all classifications during the 


first half of 1948. 


Here’s the latest in a series of record-breaking performances of a great 
sales team... Miami—the year round market... The Miami Herald ~ the 
paper that delivers 98.5% readership in this key market, plus weighty 
sales influence throughout the entire state of Florida. 


*6 & 7 day totals. First 6 mos., 1948. Media Records. 


She Miami Herald 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY. Notional Representatives 
Affilioted Stations - WQAM, WQAM-FM, WQAM-FAX 


MIAMI -- An International Market! 


Miami Herald 
Zone of Influence 
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grams which were previewed was 
the “Candid Microphone”’—a se- 
quence of film shots made of un-| 
suspecting people. 


WJZ-TV Premiere 
Brings Back Old 
RR acd or ger Fhe nd 


New YorkK—Television and settled by a temporary injunction 
vaudeville, which are engaging in| Which prevented the International | 
a lot of mutual promotion these | Alliance of Theatrical Stage Em-| 
days, were teamed to good effect | ployes and Motion Picture Oper-| 
last week as WJZ-TV (ABC), the! ators, who had asked for 50% con- | 


| 
metropolitan area’s sixth video | trol of the cameras during the | 
outlet went on the air. theater telecast, from interfering | 


An all-star revue from the Pal-| With the affair. The cameras were 
ace Theater spotlighted old-time Manned by members of the Na- 
greats, including Pat Rooney, Gus| tional Association of Broadcasting 
Van and: James Barton. Ray Bol-| Engineers and Technicians, an in- | 
ger was master of ceremonies.| dependent union. 
Henry Morgan, who introduced | SS 


himself as a guy who used to work, NAB Forms New Group 


in radio and wanted to get into to Aid on TV Policy 


television, wandered in and out! 
during the opening night cere-| <A new television advisory com- 
monies. _—— -s _ eee ee | 
|of Broadcasters’ board of directors 
Among the regular ABC PFO- | has been appointed by Justin 
Miller, NAB president. The com- 
mittee is composed of Harry Ban- | 
-nister, WWJ, Detroit; T. A. M.| 
Craven, WOL, Washington; G. | 
| Richard Shafto, WIS, Columbia, | 


publication 
completely covers 
the billion dollar 
candy market 
and that publication is Angeles. 
| The group held its first meeting | 
(CANDY INDUSTRY Aug. 13 at the Palmer House, Chi- | 
| cago. This meeting was followed | 
The Newspaper] of (Confectionery Business by a two-day gathering of NAB_ 
| television broadcaster members, | 
1st in Audited Circulation ‘who discussed the further work | 
1st in Advertising Lineage of the association in the television | 
. . * 
1** in Readership 


field. 
"As proved by independent survey—copy on | “Timberman’ Ups Rates 
Timberman, Portland, Ore., has 
| issued a new rate card which in- 
creases the black-and-white page 
rate from $200 to $225, effective 
‘Sept. 1, 1948. 


|homa City; Michael Hanna,) 
| WHCU, Ithaca, N. Y.; Clair Me- 
| Collough, WGAL, Lancaster, Pa., 
and Calvin J. Smith, KFAC, Los 


request. | 
DON GUSSOW PUBLICATIONS, INC. -@ 
Condy industry « Bottling Industry 


Candy Industry. Cotalog & Formule Book 


107 West 43rd Street, New York 18. N.Y 


| 


GREAT INDUSS RIES | 


| 
ss IN THE GROWING | pra. 


GREEN SBORO MARKET 


Mn. 
* McCRARY HOSIERY MILLS. Inc. é 


An industrial leader in the Growing Greensboro Market 


since 1909 .. . the ACME-McCRARY HOSI/ERY MILLS, 
makers of the famous McCrary "Seam-Reminder" stock- 
ings, are now engaged in a $2,000,000 remodernization pro- 
gram. With plants located in Asheboro, Ramseur and 
Cedar Falls, the ACME-McCRARY HOSIERY MILLS em- 
ploy 1500 people with an annual payroll running into mil- 
lions of dollars. 


The GROWING GREENSBORO MARKET is the focal 
point of teeming industrial activity . . . young, aggres- 
sive, diversified . . . forging ahead to become one of 
the world's outstanding industrial centers. 593,300* 
people live and work in the 12 County Greensboro 
ABC area... read the GREENSBORO NEWS and 
RECORD (current circulation 92,000**—64%/, cov- 
erage) . . . a vitally active market where YOUR sales 
can be made easier. 


*1948 Sales Management Survey of Buying Power. 
**Current ABC Report. 


Sime) § GREENSBORO 
“ NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelly, Inc. 


|S. C.; Robert Enoch, KTOK, Okla- hb 


* ciahendie severe vase ose grensiisi 


fe 


CAMPAIGN TIE-IN—Glenmore Distilleries Co., Louisville, cashes in on political 

interest with this October ad and window display for Kentucky Tavern whisky, 

both of which use the slogan, "For the pleasure of the party.’ D'Arcy Advertis- 
ing Co., St. Louis, is the agency. 


7 $2,000,000 D’Arcy 
$181,400 Drive Estate Goes to Wife 


for Ist Army Mrs. Ruby D’Arcy, wife of the 


- late William C. D’Arcy, founder of 
Goes to Lewin 


_the D’Arcy Advertising Co., St. 

| Louis, has been named beneficiary 

New YorK—The A. W. Lewin) of his estate, which iias been 
Co. has been appointed to handle| valued unofficially at more than 
advertising for the military per-/| $2,000,000. The will sets up a 


| Buse as 


Hires Names Ayer 


Advertising Age, August 16, 1948 


‘Rayner, Buse Plan 
| Advertising Daily 


New YorkK—With E. C. (Buck) 
Rayner as editor and Frederic J 
publisher, Advertising 
Daily would make its debut in Oc- 
tober. This five-a-week newspa- 
per would sell for 15 cents a copy, 
$25 a year, plus $10 a year addi- 
tional for airmail circulation. At 
the start, however, circulation 
would be on a controlled basis. 

One suggested distribution 
method for it is by radio facsimile. 

Mr. Rayner would not discuss 
plans for the paper at this time. 
Two years ago (AA, April 15, 
1946), as president of Rayner 
Publishing Co., he announced 
plans for American Culture, fea- 
turing “storyized advertising” as 
editorial material, which was in- 
tended to sell for $180 a year. 
That magazine was planned to 
start with 10,184 controlled circu- 
lation, of which 8,298 would go to 
community libraries, 1,886 to uni- 
versity and college libraries, and 
1,000 to individuals. It was never 
published. 

A decade before, Ear] Clemens 
Rayner introduced Advertising 
Agency, a “Fortune-type” 
monthly, which survived only a 
few issues. 

Mr. Buse is publisher of Movie 
Play, Timely Detective Cases and 


| Authentic Detective Cases, with 
| offices at 101 W. 55th St. here. 


Charles E. Hires Co., Philadel- 
phia, has appointed N. W. Ayer & 
Son, Philadelphia, to handle all 
promotion and advertising. The 
agency has heretofore handled 
Hires radio activities while Shel- 


| don, Quick & McElroy, New York, 


| original 
| these, 13 agencies were invited to 


|Buchanan & Co., 
|Chesley & Clifford, Roy S. Dur- 


|sonnel procurement service of the $12,000 trust fund, with the pro- 


First Army in its nine-state area. 
The $181,400 newspaper and) 
radio campaign will begin as soon 
as plans can be formulated. 

The Lewin agency was selected | 
from the original 91 agencies | 
which answered the First Army’s 
questionnaire. Out of| 


a briefing about two weeks ago 
_and nine agencies besides Lewin 
| submitted presentations. The other 
agencies were Alley & Richards, 
Badger & Browning & Hersey, 
Kastor, Farrel, 


stine, Inc., Ellington & Co., Mar- 
schalk & Pratt, St. Georges & 


| Keyes and William Von Zehle & 
Co. 


Agency group head on the ac- 
count is Sidney Weiss, a partner 
of the agency. The account ex- 


| ecutive is Archie Foster. 


SECOND ARMY AGENCY 


CHOICE NARROWED TO 6 


WASHINGTON—The Second Army 
advertising account, estimated at 
$250,000, will be awarded soon— 
probably next week—to one of a 
half dozen agencies which were 


invited to make oral presentations 


to a board of officers. 

The successful agency has al- 
ready been recommended by the 
board, but the announcement will 
be withheld until the action has 
been approved by the Secretary 
of the Army. 

Among the six “finalists’—sur- 
vivors of 45 which showed interest 
and 26 which made presentations, 
are J. M. Hickerson, Washington, 
which handled the account last 
year; Roy S. Durstine, New York; 
Al Paul Lefton, Philadelphia; 
Henry J. Kaufman & Associates, 
Washington; John Falkner Arndt 


| & Co., Philadelphia, and James A. 


Stewart Co., Carnegie, Pa. 


A total of 318 agencies, com- 


prising all agencies in the Second 


Army area, (headquarters at Ft. 


Meade, Md.) and a number in ad- 


jacent areas that had evidenced 
interest, were invited to compete 


| for the account. 


previously handled other Hires 
advertising. 


ceeds to go to the St. Louis 
Princeton University Freshman 
Regional Scholarship, and the ®@ e 


residue of the estate goes into a/| 


trust fund for Mrs. D’Arcy. eiidieeiiees 


Mr. D’Arcy, who died July 21, 
was president of the D’Arcy 
agency for 39 years before retir- | Business fe 
ing in 1945. He also was a director 
| of the Coca-Cola Co. Associates. ay 


Becomes Agency Partner 


James J. Werner, formerly ad- 
vertising manager of Nebraska 
Consolidated Mills Co., has joined 
Richard Cole, Advertising, Omaha, 
as a partner. The Cole agency 
will operate as Cole & Werner, 
Advertising. ® e 


Se eee wee 


The 


MATRIX COMPANY 6& wWaBash 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 


super 
opera 
mark 
touch 
appli 
tion 1 

Eac 
paint 
wax | 
labels 
is fill 
chine 
stone. 
One 


model 
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idvertising Age, August 16, 1948 
s 
New Auto Wax in 


10 Colors Will 
‘Match Any Car’ 


Cuicaco—Following a success- 
ful New York introduction of 
Dupli-Color car wax (20 colors, 
pigmented to match any make or 
model car), Dupli-Color Products | 
Co. last week broke its newspaper | 
advertising backing up the debut | 
of the product in Chicago. 

The combination cleaner-wax | 
contains colored particles in col- | 
loidal suspension, and is said to 
add luster and “depth” when ap- 
plied to a car finish. 

It is not designed to take the 
place of paint, however, and will 
not cover scratches or scars in the 
paint surface. For that reason, the 
new product is not competitive 
with Dupli-Color’s set of “touch- 
up” colors which have been mar- 
keted in automotive stores and | 
departments since before the war. | 

Initial cleaner-wax advertising | 


| 
| 
| 


~ YOUR OWN CAR COLOR 


Add extra life and lustre to your car finish! 
Polish your car with 


“ma AL 


CAR POLISH 


20 Car Matching Colors! 


[NOW ON SALE AT 


WITH PIGMENT — Dupli-Color Prod- 
ucts Co.'s introductory newspaper drive 
in Chicago used this 1,000-line copy 
for its combination car cleaner and 
wax that is colored with pigment. 


corresponding shade in the touch- 
up paint. 

As soon as national distribution 
is achieved on the new wax, the 
company expects to step up its 


| He will take an 


| tion. 


| crganiaztion 


Koehler Retires 


from ‘Chicago 


Herald-American’ 


Cuicaco—Harry A. Koehler, 
senior executive officer of the 
Chicago Herald - American, last 
week announced 
his retirement 
from active 
newspaper work, 
effective Aug. 19. 


extended vaca- 


Mr. Koehler 
joined the Hearst 
in 
1920, in 1921 or- 
ganized the mer- 
chandising de- 
partment of the Chicago Ameri- 
can, and in 1922 was named man- 
ager of its national advertising 
department. 

In 1924 he became manager of 
the Rodney E. Boone organization, 
which at that time represented 
Hearst newspapers in the national 
advertising field. He was named 
publisher of the Chicago Herald- 


Harry A. Koehler 


here carried dealer listings for the | advertising schedule several times | Examiner in 1938, becoming vice- 
product, including Sears, Roe-| using color ad sin The Saturday | president of the Herald-American 
buck; Montgomery Ward; Spiegel; | Evening Post and other conaumar | when the American and Examiner 
J & R; and Western Tire & Auto) publications this fall and winter.| were merged. 


Stores in this area. 

Headline on the ads read: “Pol-| 
ish your car with your own car) 
color,” and body copy explains| 
how the product cleans, waxes, | 
and adds brilliance to the finish, 


in one application. 
Paints Already on Sale | 


Dupli-Color Products Co., head- 
ed by S. E. Edelstone, who} 
took time out during the war to 
supervise all Army Post Exchange | 
operations in the South Pacific, 
markets a line of household 
touch-up paints, refrigerator and 
appliance touch-up colors, in addi- 
tion to the auto touch-up. 

Each bottle of the wax is 
painted with the color cleaner-| 
wax it contains. The paint artes, | 
labels are affixed and the bottle 
is filled in one operation—on ma- 
chinery designed by Mr. Edel- 
stone. 

One of the principal sales tools 
used by the company, in introduc- 
ing the product in new territories, 
is a comprehensive compilation of 
all color shades used on all types 
of automobiles, including many 
models now extinct, showing the 


| 


R.o.p. newspaper copy also may 


be scheduled, although plans for McGibbon Promoted 


the drive are still in the forma-| 


tive stage. 


C. W. McGibbon, radio director | 
and account executive of J. J. 


Window streamers, posters, win- | Gibbons Ltd., has been appointed 


»| dow cards and other point-of-sale | Montreal branch manager of the) 


material also are being prepared | agency. 


through Robert W. Race & Asso- 
ciates. 


Goodrich Boosts Russell 


W. J. Russell has been ap- 
pointed fleet sales manager of 
B. F. Goodrich 


headquarters in Kitchener, Ont. 


He will be succeeded by P. George | 


Cockburn as bus and truck tire 
representative in the Toronto dis- 
trict. 


Bender Promoted 


Lloyd H. Bender, who _ has 
handled service operations, has 
been named assistant sales man- 
ager of the Swift 125 airplane for 
Texas Engineering & Mfg. Co.. 
Dallas. 


Whetzle to ‘Drilling’ 

Ed J. Whetzle has been named 
manager of advertising and sales 
promotion of Drilling, Dallas. 


- 


“CORRUGATED BOARD 


FROM THE BASIC IDEA TO 
THE FINISHED COLORFUL 


RIVER RAISIN PAPER CO. 


DISPLAY DIVISION 


Masonite’s ‘48 


Drive Is Up6% 


CuiIcaco — Masonite Corp. on 
Sept. 1 will launch its largest na- 
tional ad drive for hardboards. 
Thé budget is up 6% over that of 
last year. 

Four-color pages in The Satur- 
day Evening Post and Better 
Homes & Gardens highlight the 
consumer drive, with eight inser- 
tions in each. 

The company will use six farm 
publications, five publications in 


the construction field and seven | 


other business papers in the in- 
dustrial, furniture and furnishings 
fields. 

N. W. Ayer & Son is the agency. 


Wilcox to Shanghai 


Archa E. (Bud) Wilcox, for the 
past two years assistant advertis- 
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ing manager of Northwest Air- 
llines in St. Paul, has been named 
district traffic manager in Shang- 
hai. Before wartime service as a 
lieutenant commander in naval 
aviation, Mr. Wilcox was in the 
merchandising and sales division 
of General Mills. 


‘Plugs Handbag Frames 


Frank J. Quigan, Inc., manufac- 
turer of handbag frames, will 
j}launch a campaign in business 
|/papers, through Rockmore Co., 
New York. General magazines 
may be used later. 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 


UNIQUE POINT-OF-SALE 
- CAR-CARD HOLDER 


CARDISPLAY CO. oe 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN 


#540 N. MICHIGAN AVE. 2185 N. WABASH AVE. 


will E. DELAWARE ST. 


w4i0 N. MICHIGAN AVE. 


Dowd 


STANDARD 
STUDIOS inc. 


in Canada, with | 


oe 
's 
= 


WEEK DAYS 


SUNDAYS 


for March 31, 1948 


= 
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AN ALL-TIME HIGH 
IN CIRCULATION 


93,839 
138,847 


Based on ABC Publishers’ Statements 


v 


rural area. 


makes the News 


The Dayton 


* Never in the history of Dayton have so many 
people read one newspaper. Never has a Day- 
ton newspaper so completely covered the rich 


trading area which it serves. 

Today's week-day circulation of 93,839 repre- 
sents a gain of 53% in ten years. Today's Sun- 
day circulation of 138,847 is 125% higher than 
ten years ago. Both these figures are all-time 
highs—and far above any other Dayton paper. 

Completely dominant in one of the most active 
trading areas in America (total employment at a 
peak, industrial wages at an all-time high, farm 
income up), the News reaches more readers in the 
city zone, more in the suburban zone, more in the 


This dominant coverage—seven days a week— 


more than ever the FIRST Day- 


ton newspaper. Place Dayton's FIRST paper FIRST 
on your schedule and get the most from every 
advertising dollar. spent. 


Daily News. 


_ 
ae 

. Represented nationally by Sawyer, Ferguson, Walker Co. 

@ New York « Chicago « Detroit « Atlanta « Los Angeles » San Francisco 
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Nielsen Figures on Top-Rated Shows Nielsen Report | 


Week of July 4-10, 1948 


All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 
Total Audience 


Shows up Absence 


of Winter Leaders — 


Cuicaco — A. C. Nielsen Com- 
pany resumed releasing its index | 


15-60 MINUTE PROGRAMS , 


Average Audience 


16 mm. Pictures 
at Crossroads as 


pany resumed seleasne ss index Mavi Groups Meet 


Annual Projector 
Output Is Equal 
to All Now in Use 


Cuicaco—Whether the lusty 16 


| industry will continue its amazing 
_ growth of recent years, or whether 
|it will level! off on its present 


| plateau was still unanswered after 


| representatives of the industry | 


met here in three conventions 
last week. 

It was apparent that the indus- 
| try had reached a crossroads. The 
| stark fact faced by exhibitors at 


mm. business and educational film | 


Cur. ri fur. Cur. iM aur. | the week of July 4-10, and came 
i ram ing | : : 
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| Heads Peter Paul 


George Shamlian has_ been 
| named president of Peter Paul, 
Inc., candy manufacturer with 
| headquarters in Naugatuck, Conn. 
He succeeds the late Calvin K. 
Kazanjian. Mr. Shamlian was 
}among the six founders of the 
| company. 


THE MAGAZINE 


of the TRADE — 
for more than 30 years 


'Warner Names Mussler 

| Dorothy Mussler, formerly ad- 
_vertising manager of D. M. Read 
Co., Bridgeport, Conn., has been 
|appointed assistant to the adver- 
tising manager of Warner Bros. 
_Co., Bridgeport, corset manufac- 


HOSIERY & UNDERWEAR 
Review 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED @® CIRCULATION 


| turer. 


Newsday 


dominates the Real Long Island 


-where Retail Sales exceed $2,000,000 a day 


85,920 


net paid daily average June 1948 


Alicia Patterson, Editor and Publisher 
Executive Offices, Hempstead, Long Island, N. Y. 
Represented Nationally by Kelly-Smith Company 


“| Hurd, 48, director of media and 


research of the New York office 
of J. Walter Thompson Co., died 
suddenly of a heart attack Aug. 
10 at his home, 47 Rockland Place. 
After serving in the Navy dur- 
| ing the first World War, Mr. Hurd 
| was a newspaper reporter and 
served as magazine editor, ac- 
| count executive and marketing 
'director of the Frank Presbrey 
| Co. 
| He also served at one time as 
director of research for McGraw- 
Hill Publishing Co., Liberty and 
| Newsweek. He was a past presi- 
dent, vice-president and treasurer 
of the New York chapter of the 
American Marketing Association, 
and has written numerous articles 
on media research for advertising 
and sales publications. Mr. Hurd 
|had been with the Thompson 
/agency for seven years. 


| Unilever Signs Loewy 
to Redesign Packages 


| Unilever Ltd., of London, and 
Unilever N.V., holding companies 
for more than 500 concerns in 40 
countries, including Lever Bros. 
i here, last week signed a con- 
tract with the London office of 
|Raymond Loewy Associates to 
handle packaging and “retail 
planning.” 

Designer for Pepsodent Co. 
since 1940, the Loewy organiza- 
tion dropped the Procter & 
|Gamble package design account 
'to handle the entire Lever line. 
The new contract includes prod- 
ucts ranging from soaps and de- 
tergents to margarine, canned 
‘foods, tea, perfumes, shaving 
creams and hairdressings. 


| To Harrington, Whitney 


| The San Francisco office of Har- 
rington, Whitney & Hurst has been 


appointed to handle all the adver- | 


tising of the Gump’s stores in San 
Francisco, Honolulu and Carmel, 
Cal., effective Nov. 1. Newspa- 
pers, magazines and direct mail 
will be used. 

a a 

Kastor Media Moves 

| The media department of Kas- 
tor, Farrell, Chesley & Clifford, 
New York, formerly located at 9 
Rockefeller Plaza, has moved to 
274 Madison Ave., the same build- 
ing in which the remainder of the 
'agency’s departments are located. 


ts | the National Association of Visual 


| Education Dealers trade show was 
| that, after many years of selling 
16 mm. projectors, there were 
|over 100,000 machines in use 
throughout the country. 

| At the same time, because of 
| the entry of many newcomers to 
the apparently blossoming audio- 
visual field, the annual production 
capacity of 16 mm. motion picture 


projector manufacturers is some-| 


| where between 80,000 and 90,000. 
| When sales of 20 years could be 
| duplicated by one year’s produc- 
|tion, an industry normally would 
| be faced with a serious crisis. 


War-Created Capacity 


On the other side of the ledger, 
| however, is the fact that the 
audience for the films has more 
| than doubled within the last few 
years, and the more than 100,000 
projectors now operating serve 
some 150,000 self-equipped audi- 
ences. About 30,000 of the ma- 
chines are in schools, another 
12,000 are located in churches, and 
the remainder is divided among 
other industry and community 
groups and clubs, and homes. And 
the small town and farm markets 
have barely been touched. 

The tremendous production ca- 
pacity was created during the war 
years, because of the needs of the 
armed forces. 
created a huge civilian backlog, 
which it took over two years to 
satisfy, and during that period 
many new companies entered the 
field. 

To such old-line names as 
Ampro, Bell & Howell, DeVry, 


Movie-Mite, Natco, RCA and Vic- | 


Military priorities | 


Advertising Age, August 16, 1948 


| tor Animatograph, were added the 

insignia of Empire, Forway, Kolo- 
graph, Connecticut Telephone & 
| Electric, Revere and the sounc 
version of Apollo. Production o 
the 15 larger manufacturers ha 
|}about doubled within the pas’ 
three years. 


| A Host of New Names 


| The entire procedure of distrib- 
/uting sound movies has changed 
as a result. Whereas a company 
| formerly furnished the film, pro- 
jector and an operator, the in- 
/crease in the number of groups 
equipped with projector § and 
screen necessitates only the dis- 
tribution of film alone. 

Under the old system, showings 
cost an advertiser who offered a 
sound movie about $20 each. As 
more groups equipped themselves 
with projectors, the only costs to 
the advertiser were the expenses 
of booking, reporting, promotion 
and statistical compilations. 

However, the time involved in 
shipping a film to a group, back 
to the home office, and to another 
group in another state, cut the 
number of bookings to an aver- 
age of about two a month. To 
meet this problem, organizations 
such as Modern Talking Pictures 
Service have improved distribu- 
tion procedures. 

Their method is simple. Instead 
of haphazardly shipping a film all 
over the country, they schedule a 
maximum of consecutive show- 
ings for one print in one city, 
through local film exchanges. The 
average number of bookings thus 
has increased from one or two per 
month to about four per month 
and is still increasing. The audi- 
ences now average from 100 to 
200 per showing, and the cost to 
the advertiser averages about one 
cent per person. 


More Prints Needed 


With the increase in the number 
of projectors, there has been a 
corresponding increase in book- 
ings of sponsored films. Whereas 
from 100 to 200 prints would sat- 
isfy the demand for any sponsored 
production before the war, 500 
prints costing from $50 to $125 
are needed today. 

Even with the more efficient 
distribution facilities and the in- 


PREMIUMS 


Self liquidating and give-aways. 
Children's premiums created to fit your product. 
WALROB 
- 1525 E, 53RD ST. CHICAGO 15, ILL 


The MASON MAILMASTER 


| 
| 
| 


stock 


SAFETY 
WIRE CLASP 


SAVES PAPER, 
TAPE, TIME 


... for 
Postal Shipments 


No Wrapping—No Tying, 
65 sizes — 1,000,000 boxes in 


for immediate delivery. 
—Send for Catalogue. 


THE 
Waicn BOX COMPANY 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


NEW YORK OFFICE 
175 FIFTH AVE. 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 


MANUFACTURERS OF A COMPLETE LINE OF SET-UP BOXES 
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‘reased number of prints, top-| 
rank films still cause public re-| 
ations headaches. One color film | 
ssued by a large durable goods 
nanufacturer became so popular | 
that the company had to turn! 
down more than 50% of the re- 
quests for bookings, since it did/| 
not have a sufficient appropriation | 
to purchase additional prints. 

In spite of occasional examples | 
similar to the above, the fact re- 
mains that producers and dis- 
tributors have learned the tech-| 
niques of finding audiences, im-| 
proving local bookings (often) 
using the local dealer as a book- 
ing agent), and increasing the| 
number of showings per print per | 
year—to the point where motion | 
picture films have become an im- 
portant vehicle for an advertiser. 


‘Belongs’ to Advertiser 


Producers, visual education)! 
dealers and other film industry 
representatives hasten to empha- 
size the fact that the motion pic- | 
ture audience belongs to the ad-| 
vertiser for the duration of the 
film, and that there is no com-| 
petition for audience attention. | 

Although they believe in the 
future of the medium, realists 
such as O. H. Coelln Jr., publisher 
of Business Screen, hasten to add 
that: “If a film takes 20 to 30 
minutes of the average American’s 
time, it has to give something in 
return. It has to be good, it has 
to be useful and it has to be true 
to the facts.” 

Films which have been pro- 
duced by advertisers to date have 
had varied objectives, but many 
of the more popular productions 
fall into five loose classifications. | 
With examples, they are: 

1. Films designed to lengthen | 
the life span through emphasis on | 
safety or health, e.g. “Be Your| 
Age” by Metropolitan Life Insur- | 
ance Co.; “Doctor in Industry” by 
General Motors Corp.; “The Story | 
of Menstruation” by International | 
Cellucotton Products Co., and/| 
“Miracle in Paradise Valley,” a| 
dramatic story on farm safety by | 
Sinclair Refining Co. 


All Have Expanded | 


2. Motion pictures containing | 
information for improving living 
conditions, e.g. “By Jupiter,” a 
film on courtesy by Marshall Field 
& Co.; “Of This We Are Proud,” 
Kelvinator’s documentary on the 
American way, and “My Coun- 
try,” a Goodyear movie stressing 


the vital importance of land care. | educational 
3. Movies with useful technical | films. 
information or films for sales and| Movies were shown to be most 
industrial training. Since most of | popular with churches, where 82% 
these are used within a company,| replied that 16 mm. films were 
very few have reached public| used. Next in line were social 
screens. agencies, 60%; schools and col- 
4. Films produced primarily as|leges, 84%; industrial groups, 
educational aids for schools, col-| 44%; retail concerns, 41%, and 
leges and other institutions of| clubs and associations, 35%. 
learning, or for specialized clubs| Most interesting fact uncovered 


and other groups in such organi- | was that all schools which use| 


zations. films will show sponsored films, 
5. Recreational and entertain- | and record no objection to the ad- 

ment films such as travel movies| vertising message. 

produced by railroads and air | While the survey cannot be 

lines, whose purpose, of course, is| projected nationally, the ANA is 

the promotion of travel over com-| 2OW preparing similar surveys in 

The report on the 


pany routes. other cities. 


Without exception, there has 


been rapid expansion in produc-| munity Use of Films,” is available | market. 


a 
Studies Paper Costs 


tion of films in all five classifica- | 
tions. 


Study TV Threat 


One additional threat to the in- 
dustry hovered over the conven- 
tions last week—that of television. | 
The lion’s share of projector sales 
and film showings to date has 
been in the larger metropolitan 
areas, tapering off in the rural 
sections although there has been 
some market development plan- 
ning in the latter areas. 

It is precisely in the same met- 
ropolitan markets that television 
has and will have its greatest in-| 


‘C&O Tells Its History 


| historically and 


Rochester study, entitled “Com- 


from the ANA for $1. 


in Comic Book Form | 


The Chesapeake & Ohio Rail- | Albert L. Cole, Reader’s Digest, | 


way Co. has commissioned Wil- | 
liam C. Popper & Co., New York, 
comic book printer, to develop a 


chronologically | 
correct story of the railroad in| 
color comic form. The book will 
show that the original route from 
Richmond, Va., to Buchanan, Va., 
was laid out by George Washing- 
ton, the father of our country and 
founder of the original predecessor 
company of C&O. 

Robert R. Young, chairman of 


fluence. To date, there is little | the board of C&O. will be intro- 
evidence of competition—but few | duced in the book and cited for 
convention members would ven-|such advances as the C&O girl 
ture positive predictions. | hostess, the “pay on train” ticket 
In all, some 1,500 manufactur-| service, credit cards and “Train 
ers, producers and distributors ad road a, the a 3 se = 
16 mm. equipment attended the/2€ Prominent in the booklet, 
cceaeoniitienn tai te the | which will be distributed through 
: nin : ‘schools and other educational 
teal gc t, ig Po ‘sources. The booklets also will be | 
; ss : *| placed in “give-a-way” stands in 

the Film Council of America, the C&O stations and travel agencies. 
Educational Film Library Associa- | 


and entertainment | Ford Expands Sales Plans 


for English Trucks 


Ford Motor Co., Dearborn, 
Mich., has expanded a sales pro- 
gram in this country for Anglia 
and Prefect automobiles and 
Thames panel trucks to include 
the South and West Coast. J. R. 
Davis, vice-president and director 
of advertising and sales, said 12 
dealers and 200 associate dealers 
have been named in these sections 
of the country. The automobiles 
are manufactured by Ford in 
Dagenham, England. 

First shipments arrived in May 
of this year, 3,000 have been re- 


ceived and 6,000 orders placed 


with the company. The Dagen- 
ham plant can produce up to 4,000 


and what these costs are doing to 
publishers’ profits. The committee 
has prepared a questionnaire, 
which has been sent to 60 publish- 
ers, requesting information on 
costs of publishing. The results of 
the survey will be tabulafed by an 
independent public accounting 
firm to assure the publisher that 
his information will be kept con- 
fidential. 


Real Juice Buys Plant 
Real Juice Co., Dallas, manu- 
| facturer of Woosie’s root beer, has 
| purchased the Pepsi-Cola Bottling 
Co., Dallas, franchise holder in 21 
| Texas counties. 


vehicles a month for the American | what Size Agency? 
| John Orr Young says: 
| “Advertisers today give 
| too much weight to 
| size’. Want a_ small 
of | agency with big IDEAS? 
ap- 


The National Association 
Magazine Publishers has 
pointed a committee, headed by | Box 7114, Advertising Age 
100 E. Ohio St., Chicago 11, Il. 


rite: 


to make a study of paper costs | 


Advertising 
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Photographs 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


1721 


No. Wells St., Chicago 14 


Whight PHOTOGRAPHIC ILLUSTRATIONS 


tion and the Midwest Forum on) 
Audio-Visual Aids held their! 
meetings during the week. 

More than 200 members of local | 
film councils attended the FCA | 
session, more than four times the | 
number present last year when | 
the group was founded. 


ANA Rochester Study Shown 


At the convention, the films 
committee of the Association of | 
National Advertisers released re-| 
sults of a pilot survey on film dis- | 
tribution in Rochester, N. Y. The | 
report indicated that well over. 
50% of the clubs, associations, 
business groups, schools, churches | 
and social agencies regularly use| 


| 


“‘Tale of 2 Cities”’ 


morning paper from 


UBTRACT the number of homes covered by the : 


covered by Fort Wayne's evening paper and come 
up with this fact—The News-Sentinel goes into 
*16,630 more homes every weekday. This group | 
of 16 thousand-odd additional homes could com- ' 
prise a city of 58,205 population—an added city Elks, in their 1,487 large communities, constitute a nationwide 


for market coverage, if you please. 


the number of homes 


(*ABC-12-31-47) 


The News-Sentinel is read in 97.8% of all 
homes in Fort Wayne every weekday. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. 
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Toot your sales message to 900,000 Elks in theiown monthly 


men with mature incomes. 


—- 3 
NEW YORK - nag” 
DETROIT + LOS ES 


magazine...and you'll hit a new high in advertising response. 


network of select prospects for any product of interest to active 


v 
@ 


To influence 900,000 Elks to call for your brand, si§nal their 
attention in The Elks. 
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GM Transfers Freimann 


Andrew C. Freimann, formerly 
assistant commercial sales man- 
ager of the Frigidaire division of 
General Motors Corp., has been 
named general sales manager of 


the Delco appliance division of | 


GM. 


Frozen food sales have 
now reached 5 pounds 
per capita. 


(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


Foxhead to Use 
‘Vote Headley’ 
in Fall Ads 


WAUKESBA, 
Brewing Company announced last 
| week that it will feature an elec- 
‘tion campaign motif of “Vote for 
Headley,” centered on the com- 
pany’s new caricature trademark, 
Headley the fox, in newspaper ads 
in major markets throughout the 
country this fall. 
| The company claims to be the 
| first to build an election campaign 
around a trademark in advertis- 
| ing. 

a tis I Wickstrom, advertising 
/manager, said that success of an 
| eight-week test of the “Vote for 

Headley” theme in Champaign, 

Ill., using selective (spot) radio 
and newspaper, has led to a six- 
| week campaign now under way in 
| Milwaukee, where outdoor is be- 
‘ing used in addition to 450 - line 


| 


‘and 140-line newspaper ads and 
selective radio. 

As a gag promotion, the com- 
| pany is distributing half a million 
‘campaign buttons, labeled “Vote 
| for Headley, the people’s choice,” 


Wis.— Foxhead in bars in both cities. The theme 


“Research Trust’ 


|} also dominates a display booth set 
|up at the Wisconsin Centennial 
|Exposition in Milwaukee this 
| month. 

| Weiss & Geller, Chicago, is the 


| agency. 


Minute Maid to DC&S 

| Vacuum Foods Corp., New York, 
| has appointed Doherty, Clifford & 
| Shenfield, New York, to handle 
|advertising for Minute Maid 
quick-frozen concentrated orange 
| juice and other citrus products. 
The account was previously han- 
| dled by Henry A. Loudon Adver- 
| tising, Boston. 


Appoints Reimers 

Tabin-Picker & Co., Chicago, 
dress manufacturer, has appointed 
the Carl Reimers Co., New York, 
to handle its advertising. 


Independents Fear 
Growth of ARF as 


(Continued from Page 1) 
regard as a trend to put into the 
ARF’s hands a “monopoly” of 
| media research. 
| Initiated 12 years ago by the 
Association of National Advertis- 
ers and the American Association 
| of Advertising Agencies, the foun- 


| dation is controlled by advertising 
_ buyers. The costs of its continu- 
| ing studies, however, are borne 
| primarily by the media. Starting 
'with the Continuing Study of 
| Newspaper Reading in 1939, simi- 
lar continuing studies have since 
been launched on transportation 
_advertising, weekly newspapers, 
farm publications and _ business 


among the 
AR States. eo 


_ Colorado Ranks 


REPRESENTED WATIONALLY BY 
‘MOLONEY, REGAN & SCHMITT, INC. 


* 


THE 


-DENVER POST 


ae The Voice of the Rochy Mountain Empire 


| 


You can reach and sell this rich market 
economically and profitably, through THE 
DENVER POST .. . the most widely read selling 
medium in the Rocky Mountain Empire. 
The Sunday DENVER POST roto, comic, and 
roto-magazine sections provide 98% coverage 
of Denver, 67% coverage of the entire state of 
Colorado, and a total circulation of 374,971— 
A.B.C. Statement, March 31, 1948. 


*Source: Sales Management © 
Survey of Buying Power 
May 10, 1948 
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papers. 
| Somewhat parallel undertaking 
also have been undertaken by thx 
Traffic Audit Bureau, for outdom 
and Broadcast Measurement Bu 
-reau, for radio. These also ar 
“tripartite” undertakings, finance 
by the media concerned, bu: 
| largely under “buyer” control. 
| The foundation was conceive 
to fill a need for more standard. 
ized principles and practices, anc 
for reduced duplication and waste 
in media research. But som« 
critics say that it is becoming not 
merely an arbiter but a “funnel’ 
through which individual research 
jobs must pass. They say there is 
a danger that the foundation no‘ 
only may determine which job: 
are “necessary” from the buyers’ 
viewpoint, but how a job may be 
undertaken and who will do it. 
Specifically, it is charged that 
the foundation would like to “dis- 
pose of” the Continuing Study of 
Magazine Audiences, financed for 
nine years by Life, at a reported 
annual cost of $250,000, and now 
financed by Look. This study, 
conducted by Crossley, Inc., is di- 
rected by a “Magazine Audience 
Group” composed of Prof. Theo- 
dore H. Brown, Harvard Business 
School (chairman), Archibald M. 
Crossley, Raymond Franzen, 
| George Gallup, Paul S. Lazars- 
| feld, Elmo Roper, and Prof. Sam- 
uel S. Wilks of Princeton. 


Denies ‘Monopoly’ Charge 


A. W. Lehman, managing di- 
/rector of the foundation, was em- 
phatic in denying the “monopoly” 
charge. He pointed out, for ex- 
ample, that the ARF currently is 
working through eight different 
research organizations. But he 
was equally emphatic in saying 
| that “there’s too much duplicated 
research” and that even then 
much of it “doesn’t get the an- 
swers. The buyer needs more facts 
| than media research is now giving 
him.” 

Similarly, Otis A. Kenyon of 
| Kenyon & Eckhardt, chairman of 
_the ARF’s board of directors (and 
also chairman of the committee 
for the proposed magazine study), 
told the Associated Business 
Papers at Hot Springs, Va., last 
| May that “a great deal of research 
has been completely incompetent, 
and even when it is well done, 
much of it has been biased and 
built to sell a preconceived idea.” 

Mr. Kenyon also cited the cost 
factor. He added that “once a 
| medium has an adequate research 
| program sponsored by the ARF, 
'there is no need to look further. 
It eliminates the need for com- 
peting services and assures re- 
sults that will be accepted by ad- 
| vertisers and agencies.” In re- 
leasing to members an abstract of 
| Mr. Kenyon’s talk, the ARF un- 
| derscored these last lines. 

The ANA and Four A’s maga- 


| 

zine committees have taken the 
lleadership in initiating the pro- 
| posed magazine study. 

The Audit Bureau of Circula- 
tions has turned down severa 
proposals that it measure tota’ 
readership in addition to numbe! 
of copies sold and distributed. 


Bacon to Rockbestos 


Fred S. Bacon Jr., formerly with 
Westinghouse Electric Corp., has 
been named assistant sales man- 
ager of the Rockbestos Products 
Corp., New Haven, Conn., manu- 
|facturer of permanently insulated 
wire and cable. 


Anderson Joins Rich 
Everett C. Anderson, formerly 
assistant senior account executive 
of Albert Frank-Guenther Law, 
Inc., New York, has joined the 
copy staff of Charles Rich Adver- 
tising Agency, Jamestown, N. Y. 


Tagil Names Rowen 


Julius J. Rowen Co., New York, 
has been appointed to handle the 
advertising of Tagil of New York, 


mail order women’s fashions. 


| 
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Coordination on 
Package Problems — 


Urged at Meeting — 


San Francisco—Closer integra-| 
tion of the individual advances in 
production, handling, transporting 
and warehousing of merchandise | 
with the improvements in the 
packaging industry was urged by | 
H. C. Diehl, director of the Re- 
frigeration Research Foundation, 
Inc., here this week before the 
first western packaging exposition 
and technical conference. 

“If the producer of a commodity 
chooses a certain type or size of 
package, for whatever reasons, let 
us not overlook the fact that such 
choice may influence many other 
factors concerned with the suc- 
cessful distribution and sale of his 
goods,” Mr. Diehl told the busi- 
ness executives gathered from the | 
11 western states and Hawaii: to 
see and hear about the latest de- 
velopments in product packaging. 

“The size of the package may 
affect its proper stacking in trans-| 
port vehicles and may engender 
damage problems. The size and) 
type of the package may affect the | 
warehouseman in his operations, | 
and if the commodity is perish-| 
able may influence its protection | 
by refrigeration. 


“If pallet sizes and types and for High Prices 


methods of stacking are at vari- 
ance with the best interests of the | 
unit package size and type, or vice- 
versa, complex and extensive 
problems may arise and again 
damage to the product may result. 
Cabinet sizes independently de+ 
veloped without reference to 
package sizes pose problems in the 
retailing phase. 


Four Package Principles 


“With full realization that the 
inter-industry coordination, which 
seems indicated clearly by these 
increasing complexities, is not 
easy to obtain, I recommend to 
your thinking some study of the 
manner in which each of the pro- 
duction or service industries 
touched by packaging and related 
developments can bring their 
plans and developments to the at- | 
tention of the others concerned.” 

Producers of packaged products 
were advised by Arthur C. Far- 
low, Pacific Coast manager of J. 
Walter Thompson Co., to consult 
their own sales department or ad- 
vertising agency first whenever 
they are faced with determining | 
what goes on the package. 


Lists Principles 


Maintaining that the package) 
must be a salesman if it is to win| 
and hold the maximum number of | 
customers, Mr. Farlow listed four | 
selling principles to be applied to| 
the package: 

1. Strong identification of the | 
character or personality of the| 
product with that of the package. 

2. Let the package reiterate the 
basic selling theme used in the 
product advertising. 

3. Make the package as impor- 
tant from the utility standpoint as 
possible. 

4. See that the package con- 
tains adequate information about 
the product and education as to) 
its use or uses. 


Longines Buys Music 

The Longines-Wittnauer Watch 
Co., New York, through Victor A. 
Bennett Co., will sponsor the Sym- | 
phonette over CBS starting Sept. 
26. The recorded version of the 
20-minute musical session will 
continue to be spotted on more 
than 100 other stations. Longines 
also is preparing a new filmed 
television commercial for use in 
the fall. 


' 


Last Minute News Flashes 


Saga Watch Introduced in New York Market 


New YorK—United States Time Corp. is introducing new Saga 
watches in the New York metropolitan area this month with ads in 
10 New York City newspapers. The watch will be marketed through 
jewelry stores and jewelry departments of department stores only. 
The company plans to introduce Saga in other areas beginning with 
the West Coast and working east. The agency is Dorland, Inc., New 
York. 


Army Buys Saturday Sports Review on Mutual 


Cuicaco—U. S. Army and Air Force, through Gardner Advertising 


|Co., has signed to sponsor a 15-minute Saturday evening review of 


football scores and highlights, to be conducted by Mel Allen, on a 
coast-to-coast Mutual net of 270 stations. Beginning Sept. 18, the 
program will be heard for 13 weeks at 7:45 NYT, with a repeat broad- 
cast for the West Coast at 7:15 PDT. 


Goodyear Uses Dailies for Neolite Soles 
Akron, O.—Goodyear Tire & Rubber Co. will launch a campaign in 
93 newspapers throughout the country Aug. 25 for Neolite soles, in 


addition to its regular color ads in Life and nightly chainbreaks on | 


more than 80 stations. The agency is Compton Advertising, New York. 


Sixth Army Account to Russell, Harris & Wood 

San Francisco—Recruitment advertising for the Sixth Army, with 
headquarters at the Presidio here, has been placed with Russell, 
Harris & Wood, San Francisco, for the fiscal year ending July 1, 1949. 
Original appropriation is slightly over $100,000, but may run to $150,000. 
(For news of First and Second Army appointments, see Page 54.) 


Botsford, Constantine to Handle Glim on West Coast 

San FRANcIscO—B. T. Babbitt, Inc., new owner of Glim, liquid 
detergent, has appointed the San Francisco office of Botsford, Con- 
stantine & Gardner to continue handling the product’s advertising 
on the West Coast. 


Workers Blame 
Industry Most 


Remington Rand 
Introduces New 


Ethridge Group 
to Advise State 
on Info Service 


WASHINGTON — Mark Ethridge, 2 
publisher of the Louisville Cour- 
ier-Journal and Times, last week First, Says Mayer 
was named by President Truman) 
as chairman of a new commission| CHIcCAco— Direct mail is the 
to advise the State Department on most selective and flexible of all 
its world-wide information serv- | Media. 
ice. | But 60% of direct mail adver- 
Other members are Mark A, | tising is a total waste of money. 
May, director of the Institute of} When used as a mass medium 
Human Relations, Yale University; | for influencing a wide, homoge- 
| Justin Miller, president, National; neous group, direct mail does a 
Association of Broadcasters; Phil-| Signally bad job. 
lip D. Reed, chairman, General| These statements were made 
Electric Co.; and Erwin D. Can-| last week by Edward H. Mayer 
‘ham, editor, Christian Science | Jr., president of James Gray, New 


Good PR Ads 
Reach Leaders 


Society of Newspaper Editors. |fore 150 executives of the Blue 
The commission is charged with| Cross and Blue, Shield commis- 
formulating and recommending an/|Sions of the American Hospital 
information policy to promote bet- | Association at a conference on 
ter understanding of the United) Public relations for hospital and 
States in other countries. Included | Medical insurance plans. 
in the program are the Voice of| Mr. Mayer, who has served as 
America radio broadcasts, news- President of the Direct Mail Ad- 
reels, motion pictures, and weekly | vertising Association and chair- 
and monthly publications. |/man of the direct mail committee 
Directing the activity in the of the Advertising Club of New 
State Department is George Vv. York, declared that effective pub- 
Allen, Assistant Secretary of State | lic relations advertising aims at 
for foreign affairs and director of | leaders of public opinion first and 
the Office of International Infor-| the public last. Direct mail, he 


Monitor, and president, American | York, direct mail advertising, be- ‘ 


| 65.8% of the wives have recently 
|refused to buy something because 


New YorkK—Wage earners think | 
manufacturers are principally to 
blame for high prices, and union 
members blame manufacturers 
more than non-union workers. 

That is one of the highlights of | 
Macfadden’s latest “Wage Earner 
Forum” report. Both husbands 
and wives were asked who should | 
bear the blame for high prices, | 
and their answers are roughly 
parallel: 40% and 33% blame the) 
manufacturer; distributors were! 
blamed by 37% of the husbands, 
32% of the wives; retailers were 
blamed by 16% of the husbands, 
11% of the wives. Farmers came 
off lightly, 9% and 5%, as did’ 
unions and labor, only 4% blam- 
ing them. 


Buyers Balk 


Macfadden found plenty of evi- 
dence of the buying strike. Some | 


the price was too high. Meat, 


| butter and clothing led in refusals. | 


On the other hand, wage earners | 
think that prices will continue to 
rise, and more than one-third} 


think only depression and unem-| 


ployment will bring prices down. | 

Significantly, 85.8% want lower | 
prices, but only 5% want more| 
pay, with 6.7% satisfied. Mac- 


Offset Plater 


BRIDGEPORT, CONN.—A new de- 
vice for preparing photographic 


offset plates in an office now is| 
being marketed by the duplicator | 
of Remington | 


supplies division 
Rand. 

Plastiphoter, as the machine is 
called, is designed to replace the 
vacuum frame, arc light and 
whirler; occupies less than three 
square feet of floor space, and is 
usable by any office employe, 
without special training. 

The machine is said to be priced 
to fit businesses which now use 
a large volume of direct mail ad- 
vertising, sales letters, bulletins 
and other duplicated pieces. 


Old Gold Buys 
‘Amateur Hour’ 
on ABC Network 


New YorK—P. Lorillard Com- 
pany, New York, will sponsor the 
“Original Amateur Hour’ over 
ABC starting Sept. 29. This, to- 
gether with Old Gold’s backing of 
the last 15 minutes of “Stop the 
Music,” makes Lorillard worth 
more than $1,000,000 yearly to the 
network. 
the agency. 


Lennen & Mitchell is) 


| mation. said, can be put to good use in 
such a plan. 
| - Changed Margarine Tactics 
New GM Unit May 
on. i e He cited the campaign to re- 
Air Condition peal the margarine tax, in which 


Food Packages 


MINNEAPOLIS — General Mills is 
developing a new packaging ma- 
chine, the Uni-Pak, with an at- 
tachment that will force nitro- 
gen, conditioned air or another 


gas into small packages to add | 


months to the shelf-life of many 
products. 

The new machine, still in the 
experimental stage, uses continu- 
ous rotary motion to seal small 
quantities of powder into indi- 


vidual envelopes at a rate of 340) 


envelopes a minute. Designers of 
the machine hope it will enable 
manufacturers to turn out prod- 
ucts of “unquestioned cleanliness 
and purity,” untouched by human 
hands. 

GM believes Uni-Pak will find 
widespread use in the packaging 
of candies, tablets, beauty prep- 
arations such as permanent wave 
powders and rouge, soluble coffee, 
tea, sugar, desiccants, chewing 
gum, packaged soups, and cake or 
pastry mixes. 

For many years packaging spe- 
cialists have recognized advan- 
tages in small unit packaging, but | 
they have been stymied by pro-, 
hibitive costs, a spokesman said. | 
With the new Uni-Pak and mod- 


“nothing happened” after six 
months of national advertising 
aimed directly at the public. 


When the tactics were changed 
,and the national advertising was 
|supplemented by attempts to in- 
fluence women’s clubs, unions and 
other leaders of discussion and 
opinion, the House took action on 
the margarine tax bill within 
three months, Mr. Mayer said. 

Declaring that direct mail is 
“not a cure-all” but that it is 
effective in doing a specific job 
/on a specific objective in an over- 
all campaign, Mr. Mayer advised 
|public relations advertisers to fol- 

low these principles in using di- 
irect mail: 

1. Don’t try to “sell” more than 

one idea in one mailing piece. 

2. Mail to “prospects, not sus- 
|pects.” (‘“Vice-presidents make a 
|good mailing list, the average 
| vice-president having little to do 
|but read mail. Tests have proved 
| that.’’) 
| 3. The mailing piece should 

show either (a) how to get a new 
benefit, or (b) how to protect an 
|old benefit. 

| 4. Adapt layout and format to 
the personality of your product. 
Don’t over-dress; don’t use four 
colors on a two-color job. 


'prices, union members generally 


The company also will sponsor 
a television version of the show 
over the DuMont network starting 
| Sept. 26. Video stations in New 
York, Washington, 


fadden notes that “We find a gen- | 
eral realization and acceptance of | 
the fact that they are living bet- 
ter than they did a few years ago, 
especially than in the years before 
the war.” 


‘Profits’ Butt of Censure geles will air the show, being 


The bitterest comments came/ serviced by coaxial cable, micro- 
from union members under 30.| wave relays and teletranscriptions. 


Cleveland, Chicago and Los An-| 


They remarked: “They (manufac-| The “Amateur Hour” has been a_| 


turers) are making profits that | sustainer on DuMont since it was 


would amaze the common folk.| dropped by Kaiser-Frazer Corp. 
This propaganda about 2% and | several months ago. 


4% of gross sales is the part that | — 
Heads Kudner Radio 


fools most of us.” | 
, igh 
In placing the blame for hig Edmund L. Cashman, for the 
J t 18 months chief of the Kud- 
laid higher stress on manufactur- | a Agency’s Hollywood office, has 
ers and distributors than non- ‘been appointed director of the 
union, and the 30-44 age group| Kudner radio department, with 
laid the highest percentage on the| headquarters in New York. Mr. 


two classes. Geographically, the | Cashman is a former Foote, Cone 


| West Coast was highest in = | Belding vice-president. 


ing manufacturers and distribu- 


tors. Armbrust to Maxtield 

Older members of the wage Armbrust Chain Co., Providence 
earner families, particularly wom- jewelry manufacturer, has placed 
en, are disposed to blame “middle | jts account with Joseph Maxfield 
men” for high prices. | Co., Providence. 


Baltimore, | 
Philadelphia, New Haven, Boston, | 


ern heat-seal coatings, these spe- 
cialists may soon be putting foods, 
drugs, cosmetics and many other 
types of product in individual en- 
velopes rapidly and economically, 
| he added. 


|}hundreds of new 
| packages, at present limited to 
sugar, tea, yeast and a few others. 


Borden Reshuffles 
Top Sales Staff 


Sam D. Thompson, former sales | 


| manager for Borden’s instant cof- 
fee and Instant Mix, has been ap- 
pointed to the newly created posi- 
tion of general sales manager of 
The Borden Co., New York, gro- 
cery products division. 


director of sales, has been named 
| to the new post of general mer- 
chandising manager handling 
product promotion, 
and office management. Ben C. 
Potter, former assistant to Mr. 
|Thompson, has been appointed 
| product merchandising manager in 
_ charge of coffee and Instant Mix. 


The result, he said, would be| 
one - serving | 


J. O. Bickmore, former assistant | 


advertising | 


5. Make it easy for your pros- 
pect to send an order or inquiry, 
i. e., enclose self-addressed en- 
| velopes, etc. 

6. Repeat your story often. 

7. Test. Test format, colors, 
lists before ordering folders in 
large quantities. 


Other Angles Studied 


Adolph Hult, vice-president in 
charge of midwest operations of 
Mutual Broadcasting System, said 
that the special advantage of radio 
in public relations advertising was 
its emotional impact. “The human 
voice and personality can convey 
ideas and feelings that the printed 
word cannot,” he said. 

Paul Olafsson, media director 
of John W. Shaw, Inc., Chi- 
cago, said that the advantages 
of advertising over publicity in 
|public relations drives are better 
control over copy, timeliness (it 
often “takes more time” to dig up 
a news “gimmick” for publicity 
purposes than to run an ad), ac- 
curacy, completeness and consist- 
/ency. 
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Retailing Daily 
is your best 


advertising buy! 


DAILY COVERAGE OF: 


* Furniture & Bedding + China & Glass 
* Upholstery Fabrics =» Lamps & Lighting 
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_, “BARKER BROTHERS’ main store in Los Angeles 
“* employs 410 salespeople, 40 home furnishings buyers. 
Exclusive of its 7 branch stores, this one BB outlet aver- 
ages 2,000 customers daily, 5,500 shoppers daily, rings 
up an average volume of $100,000 daily! Rime: 


% 


To guide their daily business operations, home furnishings retailers 
must have fast, up-to-date daily business news. That’s the kind that 
RETAILING—and only RETAILING—gives them. 


¢ That’s why Mr. Neil Petree, president of Barker Brothers* wrote 
us, “Our buyers and executives get more valuable information 
from your publication than from any other source.” 


¢ That’s why thousands of retailers all over the nation make ,a 
session with RETAILING a daily “must”. 


¢ And that’s why 1,500 advertisers invest more money in RETAILING 
than in all the other home furnishings business papers combined! 


They know they can reach the most retailers, most frequently and most 
convincingly through the publication that retailers read daily . . . 
RETAILING Datty. We’re ready to show you how your home furnishings 
product can benefit by this same treatment. 


THE RETAILING DAILY DOZEN: 


Twelve “firsts” which make RETAILING the logical choice for 
No. 1 spot on your home furnishings business paper schedule. 


* Floor Coverings + Housewares ture total circulation icati iliti ising li 
( ao _ —publication facilities —advertising linage 
Curtains & Draperies + Major Appliances sliced at Atlenigaaam retail circulation news coverage dvertisi 
; - : pad ead -_ - vert 
* Gifts, Decorative * Radios, Phonographs, 2 a: . eS oe 


Accessories Television 
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AMERICA’S NO. 1 HOME FU 


—market coverage 
—frequency 


—"‘all-lines” coverage —number of advertisers 


—editorial linage —exclusive advertisers 
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